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SHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 


Tel : Howard 1651 ACME 


TO THE 


LETTERS 


EDITOR 


+ 
Selling Copy 
Before Self- 
* . . 
Satisfaction 

Sir,—Wilton Evan complains 
in your issue of May 24 of the 
“down-to-earth” prose used for 
selling veterinary medicines to 
farmers. f 
» If he has sold veterinary medi- 
“cines by “up-in-the skies” lyrics, 
‘emulating the song of the lark, 
the is to be congratulated. No one 
‘would deny that farmers do find 

un in farming, otherwise they 
‘would not be farmers, but they 
do not farm for fun. 
: When a human being has 
dyspepsia, he is more concerned 
with the wind in his stomach 
than “the wind on the heath.” 
Similarly, with other human ills 
“that the flesh is heir to.” 

That is why most successful 
patent medicine copy is simply 
written to show how the reader 
‘can obtain relief from his ailment. 
So, too, with the farmer. He is 
‘a busy man, and when he has 
animals ill he wants to be told 
‘how his animals can be restored 
to health—if possible, both simply 
and cheaply, for as well as being 
a busy man he is also a business 
man. He has not the time to read 
copy which may or may not be of 
value to him. The Government 
provides him with enough to read 


Pas it is. 


Advertising to farmers is, in a 
very real sense, technical adver- 
tising. Experience has taught me 
that technical men prefer to be 
told the facts straightforwardly. 
Not being responsible for either 
the “Coccidiosis kills chicks” or 
“Defeat Blackleg” advertisements 
criticised, I have no axe to grind. 
But both firms concerned are 
leaders in their fields so there can 
be no doubt, as Wilton Evan 
suggests, they “indicate a success- 
ful sales pull.” 

As to its being hard to wax 
poetic about harrowing or to offer 
limpid prose about the pests and 


vermin of the countryside. Many 
writers have done just that. It is 
not difficult. The danger is that 
it may be too easy. Selling must 
come before the copywriter’s self- 
satisfaction. 

This is not to deny that “being 
the farmer’s joy” by offering 
limpid prose may be of value, 
especially for the “prestige” ad- 
vertisement. But for day to day 
selling of veterinary medicines, in 
the writer's opinion, it is best 
avoided because it is unlikely to 


be read, 
VERRALL WASS, 
Advertising Manager, 
F. Hewthorn & Co., Ltd. 
Stratford, E.15. 


The Offer And The 
Contract 


Sir,—In the contract controversy 
the advertiser’s point of view ap- 
pears to have been overlooked. 
He has two reasons for cancelling 
booked insertions: (a) rate in- 
creases imposed during run of 
contract; (b) overbooking, due to 
the habit of not inserting advertise- 
ments owing to pressure on space. 

If, therefore, publishers are to 
insist on the inviolability of the 
contract, it should cut both ways, 
and the’ advertiser should be 

| 


assured of an unaltered rate 
during the run of the contract, 
and also that all insertions will 
appear, as booked. Then he will 
know exactly where he stands and 
can plan his schedule accordingly. 
G. R. CHAMBERS, 
35 Manor Way, 
Worcester Park, Surrey. 


Extra Editorial 


Sir,—Latest plans for reduced 
allocations of advertising space 
are a grave injustice to adver- 
tisers. 

For many years, the advertiser 
has carried the burden of in- 
creased costs, and thus was mainly 
responsible for the maintenance 
of a penny Press. 

The case put to the public for 
the increased price was to meet 
the latest increase in the cost of 
newsprint. In other words, an 
increased price for the same com- 
modity. This unfortunately, is a 
frequent occurrence nowadays, 
and the reader did not expect 
more editorial for his halfpenny. 
When the price of beer is in- 
creased, does the drinker expect 
an extra half pint every so often, 
as compensation? 

If, as the result of the increased 
selling price, publishers are em- 
barrassed by surplus revenue, 


Twenty-Five Years Ago 


June, 1926 


The 22nd annual convention of 
the Associated Advertising Clubs 
of the World was held at 
Philadelphia, Pennsylvania, 
U.S.A. 

* * * 

London Press Exchange Ltd. 
acquired the business of C. W. 
Hobson Ltd. 

* * * 

The late Roy Hardy was elected 
chairman at the annual meeting 
of the Publicity Club of London. 
Mambesiip a 407. 


The jewellery trade were plan- 
ning a national publicity cam- 
paign using the slogan, “Gifts 
that last.” 


Mr. W. S. Crawford, as he was 
then, was appointed to be one 
of the Great Britain representa- 
tives on the Empire Marketing 
Board. 

* * 7 

The sum of £25,000 was allotted 
by the Government for publicity 
expenditure on the 1927 British 
Industries Fair. 

* * 7” 

First meeting of the Publicity 
Club of London Golf Circle was 
held at Neasden Golf Club. 

* * .* 

“Flit” insecticide was intro- 
duced and T. B. Browne Ltd. 
were appointed to handle the 
initial campaign. 


then the public is being over- 
charged, even if only by a frac- 
tion of a penny. Would it not be 
better, instead of hitting the ad- 
vertiser, to take this opportunity 
to even the burden between pub- 
lic and advertiser by using the 
extra revenue to lower the very 
high rates charged? 

I anticipate the reply will be 
that the extra editorial is to 
counteract a possible fall in cir- 
culation. From everybody’s point 
of view this is highly desirable. 
However, I am convinced that if 
a man decides, due to increased 
price, to cut the number of news- 
papers he would normally buy, a 
little extra editorial will not 
change his mind. 

R. S. DAVIES. 
Meadvale, Redhill, Surrey. 


In The Cart 


Sir,—Y our sub-heading— 
“Waste is the main hope for 
paper” is obvious to all in adver- 
tising and journalism, but it is 
extremely disheartening when my 
wife tells me that week after 
week, the papers neatly bundled 
and tied and left for collection 
alongside the dustbin, are thrown 
in with the rest of the damp 
refuse! This is what happens 
in the Harrow-on-the-Hill area. 
I wonder if the same applies else- 


where? 
NIGEL A. RAINBOW, 
Rathbone Publicity Ltd. 


Tongue-Tied 

Sm—I am visitor to your 
country. Here I spend much 
money. Too much money. 

One day I see poster which 
read “Say CWS—and SAVE.” 
But I cannot say this word. 
Please, how do I say this word, 
and where and when do I say 
“CWS”? 

You tell me, I save much 
money—yes? 

JOHANNES HEWSONSKA. 
Wembley. 


ORFOLK STUDIO: 


24,BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
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PACE BuyER’S EMO TO NIMSELF 


Time was when WOMAN'S 
ILLUSTRATED was the up-and-coming 
advertising medium of the feminine field. 
Now WOMAN'S ILLUSTRATED is up- 
and-here ... UP in circulation, HERE to 
put punch into your sales message. Keep 
your eye on WOMAN'S ILLUSTRATED. 
Its sheer good value for both reader and 
advertiser, its boldness and its enterprise, 
have made it a force to be reckoned with 
in present-day advertising. 


an A.P pustication 


PATE RATE £250 + PRICE 44d WEEKLY 


HAVE YOU REGISTERED AS A DELEGATE TO THE 
| INTERNATIONAL ADVERTISING CONFERENCE? 
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Man of Two Worlds 


On your left, Mr. Brown, something important in the City: on your right, 

Mr. Brown, local authority on—well, pretty nearly everything. Yes, it’s the same man. 
Like so many professional and industrial leaders, he finds that the pages of 

the * Listener” allow him to study at leisure the talks he so seldom gets time to hear : 


that the contents of “The Listener” keep his intelligence sharp and his 


outlook wide. When you advertise in this journal, written for the leisure hours of an 
intelligent public, you meet both Mr. Browns at once. You speak to the 
well-to-do citizen who wants the best for himself, his family and his home, and the City 


expert who can influence the purchasing of a firm or even an industry. 


The Listener 


Member of the Audit Bureau of Circulations 
For readers who think, thinkers who read 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1, 
Higham Advertising 
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1,800,000 
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Weekly 
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Magazines Take The Lion’s Share Of Press 


Advertising Revenue StS en ste: Sem enare 


| lst qtr. 
1951 


ESTIMATE SHOWS 29 PER CENT. RISE 


IN THREE MONTHS: 


NEWPAPERS HIT 


During the first quarter of 1951 £9,509,570 was spent on 
display advertising—an increase of 6°48 per cent over the 
corresponding figures for 1950. This is the estimate of the 
Statistical Review of Press Advertising, the April issue of 


which is just published. 

A rise of 29 per cent in the 
amounts spent with magazines is 
among the “surprising changes in 
the volume of revenue of the 
various groups of media.” 

The Review states: “The maga- 
zines have strengthened their 
position at the unfortunate ex- 
pense of the newspapers as a 
whole. In fact, as far as the 
growth of magazine advertising 
goes the diminishing return law is 
not yet operating, for their past 
quarter's rise of 29 per cent is 
very close to the increase of 29-89 
per cent which they enjoyed for 
the whole of 1950 as compared 
with 1949,” 

Technical and trade journais 
register increases of 18-11 per 
cent and 16-12 per cent respec- 
tively. 


Government Spend More 


Government advertising totalled 
£387,941 an increase of 4-43 per 
cent over the corresponding 
quarter in 1950. 

Health foods and _ drinks 
showed a big rise. The quarter’s 
expenditure aggregated £359,040 
against £259,645 in the December 
quarter of 1950. 

Cereal Foods spent £115,736 
which was £30,000 more than in 
the preceding quarter. 

Other increases were: 

Beef extracts £98,099 against 
£66,489. 

Soups and gravies £89,266 
against £65,710. 

There was a sharp contraction 
in the advertising of Cocoa, only 
£38,182 being spent against 
£62,725 for the previous quarter. 

The seasonal demand. for 
Beauty preparations and perfum- 
ery is illustrated with expenditure 
of £194,495 against £292,816 for 
the Christmas quarter. 


| Rise or 
Fall % 


London Mornings 
London Evenings 
National Sundays 
Provincial Dailies 
Provincial and S 
azines a 
T ical 
Trade ... 


jan Weeklies | 


Total 


£2,660,954 
632,136 
1,105,805 
1,198,329 
374,011 


315,914 


298,048 
367,758 


| £5,930,488 


£9,509,570 


‘PICTURE POST’? LAUNCHING 


A £100,000 CAMPAIGN 


A £100,000 publicity cam- 
paign on behalf of Picture 
Post is announced by Hulton 


It comprises : 

A “Post Your Picture to the 
Picture Post” photographic com- 
petition, for which £10,000 will 
be given in prizes; and 

A competition to recognise and 
challenge a “Picture Post Picture 
Girl” who will visit many of the 
leading seaside resorts during the 
summer. 

Colman, Prentis & Varley are 
the agents for the campaign. 

£80,000 will be spent on Press 
advertising. Weekly half pages in 
the Padio Times will include a 
special message for photographic 
dealers. Regular space has been 
booked in the Daily Mirror and 
the News Chronicle; and quarter 
Pages have been taken in every 
major provincial newspaper, with 


emphasis on those circulating in 
the seaside resorts. 

Full pages have been booked in 
the newsagent and advertising 
trade Press. Poster sites in the 
major cities will also be used. 

A teaser campaign began in 
Picture Post this week and a 
special appeal has been made to 
amateur photographic societies 
by a direct mail campaign. 

Display material will be distri- 
buted to newsagents. Photo- 
graphic dealers throughout the 
whole country are using window 
bills and stickers. 

The photographic competition 
campaign will be backed by a 
fleet of cars fitted with specially 
designed display material includ- 
ing large scale camera symbols 
and loud speakers. These cars 
will distribute a million leaflets 
giving details of the photographic 
competition. Others will tell 
about the Picture Post Picture Girl. 


meeting these challenges would 
be borne by the Committee. 


vaye* 


a mass sale to women—over 


1,800,000: 


jG e : 


read by 


millions 


more! 
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Red Badge Brigade To Help Delegates 


ALL WELCOME 


Anyone in advertising may 
apply for tickets for the 
Hurlingham Ball and _ Star- 
light Garden Party, whether 
registered or not. 

It is the one exception to 
the social functions in this 
respect. 

Preference will be given 
where possible to overseas an 
other registered delegates and 
particularly club members if 
applications for tickets exceed 
capacity. 

It has also been agreed that 
members of the clubs may 
attend the clubs’ luncheon and 
afternoon session on Clubs’ 
Day without being registered, 
but they cannot attend any 
main business sessions or 
social functions (other than 
Hurlingham) without being 


| registered. 


2,000 Expected 
at Hurlingham 


Arrangements for the Hurling- 
ham Ball and Starlight Garden 
Party organised by the Advertis- 
ing Clubs of Great Britain are 
nearing completion. Many special 
features are being sponsored by 
the national newspapers and 
advertisers. 

Delegates will arrive at Hur- 
lingham from 8.30 p.m. to 9.15 
p.m. Transport from the West 
End will be provided, and for 
those arriving by road special car 
parks have been arranged. 

Provision has been made for 
some 2,000 delegates who will 
find the whole of the beautiful 
grounds on the bank of the 
Thames illuminated and floodlit 
by the British Thomson Houston 
Company. 

As the guests move out into 
the gardens from the Club House 
reception, they will be faced with 
many unusual features. The main 
interest will be the large marquee 
ballroom, where 900 can dance to 
Geraldo, conducting his No. 1 
Dance Orchestra in person. 


Flags Will Fly 
For 27 Nations 


At 10.30 will be staged an im- 
pressive pageant commencing 
with the unfurling the flags of 27 
nations, followed by the band of 
the Royal Marines “Beating 
Retreat.” Soon after 11 p.m. a 
30 minutes firework display will 
be fired by Brocks Ltd. and spon- 
sored by the Daily Telegraph. 
Set pieces will include a welcome 
from the Advertising Clubs of 
Great Britain and a “goodnight” 
from the Daily Telegraph. 

Immediately after the final set 
piece, buffet suppers will be 
served in the supper marquee. 
The visitors may then explore the 
Club house where they will find 
another Geraldo Band playing 
for dancing in the Club ballroom, 


me 


‘| 
i 


Joe Beable & 
Is 0.(. 
For The 
Reception 
Team 


Delegates to the International Advertising Conference will 
have a brigade of red badge receptionists to help them. 

As soon as they land, either at a port or aerodrome, members of 
the nearest Club will be there to greet them, and offer any assistance 


necessary. 
the boat trains. 


At the big London stations reception parties will meet 
Youth Scheme visitors will be taken to their recep- 
tion centre; other delegates directed to their hotels. 


Whenever a 


reasonably large number of delegates are accommodated at one hotel, 
it is hoped to have a red badge man in residence, to act as a liaison 


officer. 


The jobs of courier, ushers 


even of sidesmen 
service—will be shared by these volunteers. 


at the Church 
There will be tasks for 


juniors and seniors, and when a firm or agency offers the services of 
a section of their staff efforts will be made to let them work together. 
These helpers need not be registered delegates. 


At least 200 v t 


S$ are 


ded, says Andrew Milne, chairman 


of the reception committee. Anyone who offers to help for two days 
will be made an honorary member of the Welcome Club, and will be 
able to attend other business sessions, 


“It isn’t hard graft,” said Mr. 


Milne. 


“The jobs should be pleasant 


and interesting—and a capital way of making new friends.” 


Leader of the “red badge brigade” 


will be Joe Beable, of A.A. sites, 


who will m responsible for the detailed organisation. 


which is gore by terrace 
lounges and special bars. 

In the extensive gardens at the 
end of the main tefrace, to the 
left will be the magnificent “Alice 
in Wonderland” grotto, arranged 
by the London-Walt Disney or- 


ganisation and erected by Art 
Display Services. Close by will 
At the 


be the —— bar. 
other end of the terrace a modern 
cocktail bar provided by Booths 
Distilleries Ltd. will be the centre 
of the garden lounge. All pro- 
prietory drinks will be at Club 
prices. 

For those in search of amuse- 
ment and fun, the Old English 
Fair in another garden setting 
will be supervised by the Publicity 
Club of London, and completely 
staffed by members of the Club. 
Proceeds of the Fair will be 
donated to N.A.B.S. Other novel 
and interesting bars are being 
arranged. Canopies and covered 
ways link all the main features. 
so that in the event of bad 
weather, everything will continue 
under cover. 


Over 100 From U.S.A. 


Over 100 Americans are coming 
to the Conference. 


SPENDING FACTS 


Every delegate to the Confer- 
ence will be presented with a 
copy of the latest issue of 
Statistical Review. 


Conference 
Cameos 


About 750 are expected at the 
Clubs’ Day launch. 
* * * 

Wanted: a gondola to glide 
over the lake at Hurlingham. All 
efforts to secure one have failed, 
so far. Offers, or advice to Harold 
Fish, Daily Telegraph, 

* * * 


Over 1,750 delegates had 
registered by Monday — over 
1,000 from the British Isles. 

* . * 


A special visit to the South 
Bank exhibition is being arranged 
for i—- Scheme delegates. 

* * 


More offers of hospitality than 
there are young delegates were 
received for Conference week. 
Ninety Youth Scheme delegates 
are going on the second week's 
touring. 

. * 

Austria, Israel, New Zealand 
and Pakistan are also hoping to 
send Youth Scheme delegates. 


Information heel at the 
Central Hall will be run by the 
W.V.S. 

* * * 

Questionnaire to help enlist 
helpers for reception duties is 
being sent to members of the 
Publicity Club of London, Regent 
Advertising Club, Fleet Street 
—* Club and the Aldwych 

ub. 


YOUTH SCHEME 
DELEGATES TO 
BE FETED 


Lord Mackintosh, Conference 
President, Sir Miles Thomas, Ad- 
vertising Association President, 
and member of the Association 
and Conference executive com- 
mittees and the Youth Scheme 
committee, are to entertain all 
Youth Scheme delegates to a 
cocktail party on Monday, Rw. 4 
9, at St. Ermin’s Hotel, West- 
minster, venue of the Conference 
“Welcome Club.” 

Youth Scheme delegates are 
coming from: Australia, 9; 
Belgium, 5; Canada, 6; Denmark, 
11; Egypt, 2; Finland, 4; France, 
15; Germany, 4; Holland, 6; 
India, 2; Ireland, 4; Italy, 7; 
Norway, 8; Spain, 1; Sweden, a 
Switzerland, 5; U.S.A 

A generous hoc from the 
London advertising world has 
enabled the Youth Scheme Com- 
mittee to start the detailed work 
of allotting Youth Scheme dele- 
gates to hosts for their Confer- 
ence week's stay in London. 


Coach Tours 


For the Youth delegates’ 
second week of their visit a 
number of coach tours have been 
organised. 

Advertising and Publicity Clubs 
and Associations offering hospi- 
tality during these tours include: 
Berks and Bucks; Birmingham; 
Bournemouth; Bradford; Bristol; 
Colchester; Coventry; Leeds; 
Leicester; Liverpool; Manchester; 
Nottingham; Oxford; Ports- 
mouth; Sheffield; Southampton. 


Tour 1 will visit: Windsor, 
Henley, Oxford, Stratford, Birm- 
ingham, Chester, Manchester, 


Preston, the Lake District, Brad- 
ford, Ilkley, Sheffield, Notting- 
ham, London. 

Tour 2 will follow the same 
route to Stratford then to 
Leamington, Banbury, Warwick, 
Kenilworth, ‘Rugby, Leicester, 
Derby, Sheffie!d, Doncaster, 
Leeds, Harrogate, York, Notting- 
ham, London. 

Tour 3: Windsor, Henley, Ox- 
ford, Southampton, Portsmouth, 
New Forest, Bournemouth, 
Poole, Salisbury, Bath, Bristol, 
Gloucester, Stratford, Banbury, 
Bedford, Cambridge, Colchester, 
London. 


Reception Centre 


A Youth Scheme reception 
centre will be established at 
Church House, some days before 
the Conference opens, to which 
all Youth Scheme delegates will 
go on arrival in London. Here 
they will receive their necessary 
documentation and information, 
and will be taken from the centre 
to the homes of their hosts. The 
Reception Centre will remain 


open during the Conference. 
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Industrial Editors Confer 


‘House Organs Must Not Be 
Mouthpiece Of The Boss’ 


Industrial editors from many European countries heard one 
of Britain’s leading employers give a warning against making 


a house journal merely a mouthpiece for the chairman or chief 
To be accepted by employees, he said, a house 


executive. 


journal must not take sides but must be prepared to voice 


legitimate grievances or con- 
structive criticisms of company 
icy. 

“ speaker was Mr. E. T. 
Lever, chairman of Richard 
Thomas & Baldwin Ltd., who was 
addressing the opening session of 
the first European Congress of 
Industrial Editors held in London 
last week. oA 

Organised by the British 
Association of Industrial Editors, 
the Congress was opened by the 
Minister of Labour, Mr. Alfred 
Robens, M.P. 

Nowadays, said Mr. Robens, 
men and women were not content 
to do a job because they were 
told to. They wanted to know 
why, and, above all, they wanted 
to know what was the good of the 
job. 

Although house magazines had 
limited circulation, their influence 
might be very much wider than 
that of large-circulation popular 
papers. About a thousand works 
magazines or house journals were 
now published in this country; 
and it was most important that 
they should not degenerate into 
stodgy .publications in which the 
employees were not interested. 


Modern Techniques 


The modern techniques of 
typography and layout should be 
used to make them attractive to 
the worker. 

“The industrial editor,” Mr. 
Robens concluded, “is making a 
valuable contribution towards 
the building up of a body of 
work people who feel that they are 
doing really useful work.” 

“Industry and the Press” was 
the subject of Mr. Lever’s 
address. ' 

Stating that the combined cir- 
culation of house magazines in 
the United States was no less 
than 14 million, he said this em- 
phasised the potential influence 
of this type of journal; potential 
—because it was difficult to say 
whether the actual influence of 
house magazines was as great as 
it should be. 

“I am inclined to think,” he 
said, “that too often the house 
journal is regarded by manage- 
ment as merely a minor ancillary 
to Management practice, as some- 
thing separate and relatively un- 
important, as a sort of printed 
notice board or a medium for 
pep-talks or the expression of 
managerial benevolence. 

“Unless the editor of a house 
journal is taken sufficiently into 
the confidence of his top execu- 
tives on all policy matters to be 
able to do his job properly, his 


journal will be little more than a 
gossip sheet.” 

Industria] journalism was still 
in a formative state, despite the 
impressive circulation figures and 
the very high standards, both in 
content and production, which in 
many instances had been attained. 
It had not yet, with certain ex- 
ceptions, fully realised its own 
strength, or visualised its. true 
purpose as a means of education. 

The session was presided over 
by Mr. E. A. Reynolds (A.E./. 
News, Associated Electrical In- 
dustries), chairman of the execu- 
tive committee, who claimed that 
it was something of an achieve- 
ment to have such a large and 
representative gathering for the 
European Congress. 


Federation Plan 


Plans are afoot for a European 
federation of national organisa- 
tions of industria] editors. 

A _ resolution passed on 
Saturday at the first European 
Congress of Industrial Editors, 
organised by the British Associa- 
tion of Industrial Editors, urged 
that the proposed Federation 
should encourage formation of 
similar organisations in European 
countries where they do not at 
present exist, and that a European 
committee be elected forthwith to 
study the possibility of forming 
the Federation. 


Derl, the hexachlorophene soap, being launched by Pure Products 


Ltd., was introduced to the women's Press with this display. 


The 


first campaign was produced in six weeks by Dorland Advertising Ltd. 
Barbara Goalen is the “Derl Girl.” 


ODD SP@T 
A mail order agency, Soyuz 
Posylt Org, is castigated in 
“Izvestia” for failing to supply 
goods for which customers had 


the orders the agency received 
proved the rising well-being of 
the Soviet people, the directors 
of the agency were “uncon- 
cerned with such trifles as the 
defrauded expectations and the 
outraged feelings of the 
public.” 


Odhams Pay 20%, 


A final dividend of 15 per cent, 
to make 20 per cent, less tax, is 
announced by Odhams Press. A 
single payment of 20 per cent 
was declared for 1949. 

Profit before tax for the past 
year was £2,069,000, as compared 
with the 1949 total of £1,940,000. 


International Code For Research 


Esomar (European for 
Opinion Surveys and Market Re- 
search) has adopted a code of 
standards of practice, claimed to 
be the first in its field to be pro- 
mulgated by an_ international 
organisation. 

The code covers standards both 
of reporting of survey results, 
and of research ethics. It has been 
drawn up by the Esomar Com- 
mittee on Membership, Standards, 
and Ethical Practice, of which 
Graeme Cranch, head of research, 
Mather & Crowther Ltd., and 
president, British Market Re- 
search Society, is chairman. 

Members of Esomar, both in 
Great Britain and on the Con- 
tinent, are under an obligation to 
observe the provisions of the 
code, which embodies, broadly 
speaking, standards of practice 
already accepted here, but not so 
widely honoured elsewhere. The 
aim of Esomar, to build up a 
group of European practitioners 
pledged to a high standard of 
professional conduct, has thus 
been achieved. 


Points of interest from the 
ethical code include the follow- 
ing: 

Research must be the uncover- 
ing of facts as they are, not as 
the client might want to think 
they are. It must tell al! the facts, 
without distortion or omission. 

Researchers should ensure 
that the publication by their 
clients of any information ob- 
tained from surveys does not 
distort the true facts. If any 
false impression were given, the 
researcher should draw appro- 
priate attention to the misrepre- 
sentation. 

Researchers should avoid dis- 
paragement of their competitors. 
Any statements, brochures, ad- 
vertisements or other material 
published by researchers should 
be limited to a factual descrip- 
tion of their work. They should 
not include claims of a compe- 
titive nature nor suggest any 
price-cutting facilities. 

No researcher should be a 
party to any bargaining arrange- 
ments over price quotations. 


| London Poster 
Rates Going Up 


An increase in scale rates, to 
come into operation on Octo- 
ber 1, is announced by the 
London Poster Advertising 
Association Ltd. 

The new rates for ordinary con- 
tract posting and general selec- 
tion will be: 

13—52 weeks and onwards, 
7s. 6d. per 16-sheet p.w. and 
pro rata. 

4 weeks and less than 13 
weeks, 9s. 6d. ditto. 

1 week and less than 4 weeks, 
12s. 6d. ditto. 

Increased costs in labour, 
materials, and rentals, as well 
as local rates, which have gone 
up to close on 20s. in the £, 
and in some cases even more, 
are the reasons given for the 
increase. in an Association 
statement. 

Even then, it is pointed out, the 
rates for London posting will 
represent an increase of only 
874 per cent above pre-war (an 
increase of 50 per cent was 
made on January 1, 1945) and 
“compare most favourably with 
all other advertising media.” 

Conditions of the change are 
that: Orders at present running 
for definite periods will be car- 
ried out at present contract 
rates until the periods expire. 
Those now running “until 
countermanded” will continue 
at present contract rates until 
October 1, when the new rates 
will apply. Similarly, orders at 
present running, but expiring 
before October 1, may be re- 
newed at present contract rates 
until that date, when the new 
rates will apply. 

Included in this change are some 
fifty poster firms, covering 
approximately the Metro- 
politan Police Area. 

POSTERS BANNED 

_ Posters displaying scantily clad 

girls which were to have adver- 

tised a revue “Strike a Nude 

Note” opening in Bristol, have 

been banned by the British Poster 

Advertising Association, 
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NOT BE AIDED 


DURING NEWSPRINT FAMINE’ 


Publishers Warned Of Danger If 


T.V. Is State-controlled 


In countries where television is not fully established already 
the Press should play some part in its development and organi- 
sation. Publishers should appreciate the danger of allowing 
commercial television over any system under Government 


control. These 
at the London assembly of 
the International Federation 
of Newspaper Publishers last 
week. 

Eric Clayson, president of the 
Newspaper Society, explained why 
the British 
delegation 
abstained 
from voting. 

(Luxem- 

bourg, and 

the Scandi- 

navian dele- 

gates also 

ab stained.) 

Mr. Clayson 

said the 

British dele- 

gates felt 

there was no 

necessity for CNG 

the Federa- Eric Clayson 
tion to pass any resolution on the 
subject. 

Earlier, W. T. Curtis-Willson, 
immediate past president of the 
Newspaper Society, had said he 
was not alarmed at the fact that 
broadcasting was becoming an 
important advertising medium. In 
many countries it did not appear 
to have any harmful effect on 
newspaper revenue. 

At the same time, he felt, the 
spread of commercial broadcast- 
ing should not be encouraged 
while newsprint was so short. The 
Federation should formulate its 
attitude at some future time, 
when newsprint was more plenti 
ul 


A Swiss delegate felt that T.V. 
would not be possible in smaller 
countries, without the aid of ad- 
vertising. He agreed this was not 
the time for publishers to encour- 
age the development of a com- 
peting medium. 

Colonel Hale Steinman, an 
American delegate who owns two 
television stations, said that news- 
papers had nothing to fear from 
television competition, any more 
than they had from magazines. 

“Basically, in many ways,” he 
said, “it is a help to the news- 
papers, because what people see 
they want to read about.” 

Following a report on news- 
print by M. G. Van der Borght 
of Belgium and a lengthy discus- 
sion it was unanimously agreed 
to set up a permanent committee 
to deal with newsprint problems. 
This committee is to centralise 
information concerning the out- 
look of the market production re- 
quirements, substitute raw 
materials, and other possibilities. 

The resolution also recom- 


points were urged in a Dutch resolution carried 


mended that contacts be estab- 
lished between trade organisa- 
tions and bureaux for the pur- 
chase of newsprint in those coun- 
tries where the shortage of news- 
print Was particularly acute. 

Mr. Van der Borght’s report 
showed that the production of 
newsprint had increased by a 
little less than six per cent in 
comparison with 1949. The in- 
crease in production and in con- 
sumption were almost equal. 

“Whatever the character of the 
actual newsprint crisis may be 
temporary, artificial or something 
deeper,” the report concluded, “it 
is to be hoped that the organised 
distribution of newsprint and 
paper-pulp, on an international 
basis, will put an end to the over- 
bidding of buyers, inasmuch as 
this overbidding will be a danger 
to the Press by the rise in prices 
thus provoked. 

“The most important condition 
to the existence of a democratic 
Press is the cheapness of the 
newspaper.” 

Mr. Curtis-Willson said: 
“Unless we discover and develop 
a new source of supply and manu- 
facture of all kinds of paper, 
then in~a very short time the 
world will face a real famine in 
newsprint and the short supplies 
and prides of to-day will have no 
relation to the shortage and in- 
crease in price in ten or fifteen 
years.” 

An economical method must 
be discovered for turning 
bamboo, straw and other possible 
materials into paper. Not only 
must there be an increase in the 
manufacture of newsprint but in 
every type of paper. This in turn 
would relieve the newsprint posi- 
tion. 

Kenneth Brown, 
president of the 


senior vice- 
Newspaper 
Society, said 
the stocks of 
newsprint in 
this country 
were below 
70,000 tons, 
which was 
between six 
and seven 
weeks’ con- 
sumption. 
The expec- 
tation was 
that British 
mills would 
Kenneth Brown eree* i 
1951, 100,000 of which would be 
exported, mainly to the Common- 
wealth. Upwards of another 


100,000 tons of that production 
would be used by magazines. 
This would leave newspapers 
200,000 tons short of their ex- 
tremely limited consumption. 
This balance would have to be 
imported. 

Sir Eric and Lady Bowater 
entertained delegates to a 
luncheon at Claridge’s Hotel on 
Thursday. 

There was only one real lasting 
solution to the world shortage of 
newsprint, said Sir Eric. That 
was the construction of the neces- 
sary additional newsprint mills 
throughout the world. 

Stating that his company had 
examined the question of provid- 
ing new capacity in Various parts 
of the world, Sir Eric said it was 
found that the cost was so gar- 
gantuan that unless they were 
previously assured of a certain 
outlet for production at an econ- 
omic price, it was a venture which 
private enterprise would find diffi- 
cult to undertake. 


BANQUET AT 
MANSION HOUSE 


“As Home Secretary, I rejoice 
that I have no power of censor- 
ship at all.” 

This tribute to the role of a 
free Press was paid by Mr. 
Chuter Ede, at a banquet at the 
Mansion House on Friday. 

“A free Press is the sign, as it 
is the safeguard, of a free people,” 
Mr. Ede told his audience of 
ambassadors and British and 
foreign newspaper notabilities. 
“The Press has become an essen- 
tial part of the mechanism 
whereby a free people governs 
itself.” 

Mr. J. Van de Kieft, president 
of the Federation, who responded, 
raised a laugh by saying that he 
was gratified to hear a Minister 
of the Crown praising the free- 
dom and usefulness of the Press, 
and hoped that he would be 
equally enthusiastic about the 
Press in his private discussions 
with his colleagues. 


Pact With Canada May 


| Postal Rates 


P.M.G. Declines 
To Meet A 
Deputation 


The Postmaster General con- 


Mail Advertising Association to 
discuss the mn in the printed 
paper postal 

A letter io a Post Office 
official to the Association’s chair- 
man states: 

“The Post Office, in common 
with industry and commerce 
generally, has been and is still 
faced with increased costs of 
operating the postal services 
owing to higher wages, increased 
charges for the conveyance of 
mails, and higher costs of 
materials. 

“In the present state of the 
national finances it has become 
necessary, therefore, to increase 
certain postal charges with a view 
to obtaining additional revenue, 
and to reduce the loss at which 
certain services are rendered to 
the public. The inland printed 
paper rate of postage has not 
been increased since 1940, with 
the result that this service has 
been running at an appreciable 
loss for some years. 

“Parliament has accepted the 
proposed increases in Post Office 
charges, and the Postmaster 
Genera! is unable, therefore, to 
defer the introduction of the 
higher rate for inland printed 
papers as your Association 
suggests.” 


Bond Street Book 


Support from leading Bond 
Street firms, and the help of 
S. P. Quick. secretary of Bond 
Street Association, and its public 
relations committee, have been 
given to Ivor Halstead, whose 
book about Bond Street will 
appear in July. 


Have 


Big Effect On Our Prospects 


Britain may get four or five 
times as much newsprint from 
Canada in 1952 as she did in 1950 
as a result of an agreement an- 
nounced in Montreal by Lord 
Layton, vice-chairman, Newsprint 
Supply Company. 

Significance of the successful 
newsprint negotiations in Canada 
(writes our paper trade corres- 
pondent) is that they restore con- 
fidence, and the chance that under 
the long-term agreement Britain 
may benefit by any change in 
demands from America. 

The Scandinavian prices com- 
mittee are now meeting, and 
prices for the third quarter are 
due soon. The Canadian agree- 


ment may have some influence on 
their fina] figures. 

Britain took 18,000 tons of 
Canadian newsprint in 1950. An 
increase to 60,000 tons is expected 
this year. Britain’s pre-war 
annual import from Canada was: 
347,000 tons. She may get be- 
tween 80.000 and 100,000 tons 
next year, and even more in the 
following two years, depending 
on world demand. 

Mr. F. P. Bishop, M_P., 
general manager, Newsprint Sup- 
ply Company, and Mr. 
Duncan, chairman, Odhams 
Press, are expected back in 
London this week end after news- 
print talks in Canada and U.S.A. 
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Birmingham Review An Active Year 


At the annual meeting of 
Birmingham Publicity Associa- 
tion, H. N. Brealey, ae 
manager of the B.S.A. Ltd., 
was elected president. “—. has 
been hon. treasurer since 1947, 
and retains that office during his 
presidency. Vice-presidents are 
T. C. Gough and W. G. Apple- 
yard. 

New corporate members of the 
Council are H. Hatton, J. W. 
Bragger, G. Hitchings, K. H. 
Askew, L. Harris, D. Postle- 
thwaite, R. M. Davis, E. Luscott 
Evans, M. K. Maidment, A. 
Willington, and representing the 
associates section, R. Gough, 
A. R. Weaver and G. Pielow. 

The Longley Merit Cup, 
awarded to the member who has 
rendered the most outstanding 
service to the Association during 
the year, was presented to C. R. 
Bayliss for his services as chair- 
man of the Association’s educa- 
tion committee. 


Bradford 
Public Speaking 
Section Planned 


In an address on “The Art of 
Public Speaking” to members of 
the Bradford Publicity Associa- 
tion, Frank Bloomer, of Leeds, 
said that a public speaker should 
never have his mind stocked with 
a lot of unrelated ideas like an 
untidy warehouse. Public speak- 
ing was rather like advertising. 
The speaker had to find out how 
a man could be convinced, and 
ultimately to “put the pressure 

His address was to pave 
the way for discussion on the 
need for public speaking classes. 
He was supported by two other 
stalwarts of the Leeds Club, Bob 
Williamson and C. R. Gallant. 

It has unanimously decided to 
form a public speaking section of 
the Bradford Association. 


Golf 
THE POPPINJAYS 


The Poppinjays, a newly 
formed Fleet Street Society, held 
their inaugural invitation golf 
meeting at Laleham-on-Thames 
on Saturday. There were 24 
entrants. 

Medal Round for the Helen 
O’Poppins trophy was won by 
George Jackson, with a gross 82, 
nett 66; runner-un: J. -™ 4 
Blanch, 86—14=72. 

Cravat des Lapins—N. Brodski, 
nett 109 

Foursomes and Bogey—Win- 
ners: W. Gale and Stanley Long- 
staffe, 3 down. Runners-up: 
George Jackson and Eric Sellars, 
4 down. 

Hidden 7 holes—L. Barlow- 
Lawson and J. W. Burgess. 

George Jackson, who apart 
from winning the trophy, had 
the best scratch score. was 
champion one-armed golfer of 
Great Britain in 1949. He is 
leaving for a tour of Canada and 
America on June 12 


Club News 
Aberdeen — | 


President As A 
P.R.O. For City 


Guest at the Aberdeen Publi- 
city Club monthly luncheon at 
the Caledonian Hotel was ex- 
Lord Provost Duncan Fraser, 
C.B.E., the Club’s honorary 
president. A record number 
turned out to pay him honour, 
and in his talk recounting his ex- 
periences as civic head, he stated 
that he considered one of his 
most important duties consisted 
of greeting visitors to the city 
particularly from foreign coun- 
tries and the Empire. 

In fact, he felt he was doing 
a good job as a public relations 
officer for the city. 


oa 
Aid For Artists 


Publicity Club of Glasgow and 
Glasgow School of Art are to co- 
operate in a scheme for students. 
The Club will prepare dummy 
campaigns for examinations and 
provide D.A.A. instructors to give 
lectures. The school will recom- 
mend students for work under 
instruction jin agencies. Visits to 
printers, block makers and 
agencies will be arranged. 

D. C. Gourlay has been co- 
opted to the club executive fol- 
lowing Allan G. Stephen's elec- 
tion as vice-president. 


At the Aldwych Club luncheon to the new president. 
Ulric Walmsley, E. W. Barney, Hon. Lionel Berry, S. V. M. 
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E.W. Barney As Aldwych President 


Leeds 


F. E. Cook Cup For 
Stuart A. Hirst 


Annual meeting of the Publi- 
city Club of Leeds will be held at 
the Great Northern Hotel this 
(Thursday) evening. 

In the report to be presented 
it is announced that the F. E. 
Cook Cup for the member of the 
Club who is considered to have 
“rendered distinguished service 
to advertising and/or to the 
Club,” has been awarded to 
Stuart A. Hirst. 

Twenty-five members 
joined and 14 resigned. 

£130 has been sent to N.A.B.S. 

In view of the newsprint posi- 
tion the Leeds Club has had a 
good showing in the Press. 


have 


“Two Out Of Three 


Members of the Goodyear ad- 
vertising department were suc- 
cessful in winning first and second 
places in the Wolverhampton 
Publicity Club’s public speaking 
contest. Winner was Peter Gomm, 
editor of Goodyear publicity 
publications, and runner-up Jack 
Corbett who is responsible for 
Goodyear’s advertising depart- 
ment’s display and exhibition 
work. 


A French journalist and a 
photographer attended an East 
Anglian Publicity Club meeting 
and film show. 


| 
| 


Leicester Has Two 
Life Members 


The Publicity Club of Leicester 
has elected its first life members 
—Frank Gayton, past president 
and member for 21 years, and 
Peter Dobbie, a founder-member 
and former chairman. Picture 
shows the president presenting 
them with illuminated addresses. 
New officers elected at the Club's 
annual meeting are: President, 
Frank Coulson; chairman, W. 
Bowles; vice-chairman, M. B. S. 
Pollock; hon. sec., A Marrion; 
hon. asst. sec., R. S. Jenner; 
hon. treasurer, W. L. Whitchurch. 


“Mr. Barney has done more for 
the Aldwych Club than any man 
in the whole of its history. It is 
extremely right that he should 
become your president.” 

So said the Hon. Lionel Berry 
to members of the Club on 
Thursday last week, when install- 
ing E. W. Barney, chairman for 
the past 14 years, as his successor 
in the presidency. 

He also presented Mr. Barney 
with the keys of a cocktail 
cabinet, which, with a wireless 
set, are a gift from fellow mem- 
bers in appreciation of his long 
services. 

Mr. Barney, one of the 
founders of the Club jn 1911, was 
hon. secretary until 1919, and 
served on the executive until 
elected chairman in 1937. 

Tributes to him were paid by 
S. V. Morrish, hon. secretary, by 
W. T. Coulton, conveying good 
wishes and congratulations from 
the Solus Club, the Fleet Street 
Column Club, the Press Club, the 
Regent Club, and the Publicity 
Club of London, and by Ulric 
Walmsley. 


Triple Contest 


Leicester has won the Midland 
area round of the National Public 
Speaking Contest, Wolverhamp- 
ton coming second and Coventry 
third. 

A. H. Franklin of Leicester 
was the best individual] speaker. 

Coventry Publicity Association 
entertained the Wolverhampton 
and Leicester Clubs to dinner last 
Saturday. Tom Gough of Birm- 
ingham Publicity Association was 
also present. 

J. E. Winford is Midland area 
organiser. 


Festival Showboat 


The annual river trip of the 
Regent Advertising Club, this 
year to be known as the Regent 
Festival Showboat, will take place 
on Friday, June 29. In addition 
to the usual] music, dancing, re- 
freshments and general jollifica- 
tion, trippers will have the oppor- 
tunity of viewing the Festival 
site and the floodlit Thames 
banks from mid-river. The boat 
will leave Westminster Pier at 
6.30 p.m. 
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Poster Association 
New Officers 


New officers of the London 
Poster Advertising Association 
are: president, Charles Davey 
(lames Davey Sites); senior vice- 
president, N. H. Gardner (Walter 
Hill & Co.); junior vice-president, 
Stanley Brown (James Davey 
Sites); hon. treasurer, G 'y 
Burton (Partington’s Poster Ad- 
vertising). 


* * 
Kemsley Newspapers Limited 
announce three new managerial 
appointments: D. M. Parry, who 
has been general manager of the 


Newcastle office, is appointed 
assistant general manager at 
Kemsley House, Manchester. 


W. H. Pearey, assistant secretary 
Kemsley Northern Newspapers 
Ltd., is appointed manager of the 
Sheffield office, where he will 
assist H. J. Staines, who continues 
as managing director. A. Aitken, 
publicity manager at Glasgow, is 
appointed assistant manager in 
that office. 
* * * 


H. Minski has resigned his 
position as advertising manager 
of Innoxa Ltd. and is leaving at 
the end of this month. 

* * ” 

R. W. Murray Brooks, formerly 
on the editorial staff of Canada’s 
Weekly and Canada’s Weekly 
British Exports Supplement, has 
joined the staff of Sidney-Barton 
Ltd., public relations and mar- 
keting consultants. 

* * * 

P. G. Sutton, for the past year 
editorial advisor to Euan 
Gilchrist and Associates, has been 
appointed Press officer at the 
International Wool Secretariat. 
He will assist Eain G. Ogilvie 
director of publicity. 


tae Me ae 
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Head of the editorial and 
demonstration services of Young 
& Rubicam Ltd. for the past six 
years, Elsie Abbott is leaving to 
become P.R.O. for Radiation Ltd. 

- * * 

Officers of the British Associa- 
tion of Industrial Editors for the 
ensuing year are: chairman, E. A. 
Reynolds (A.E.J. News); vice- 
chairman, N. H. Blundell (F.B./. 


Review); hon. secretary, J. P. 
Wynn (National Post); hon. 
treasurer, G. Perry (Perry 


Press Productions); hon. editor 
of Industrial Editor and B.A.1.E. 
Bulletin, B. W. Smith (Shell 
Magazine); committee, F. Kelsey 
(Westinghouse Review), E. N. 
Parker (Far and Wide), T. M. 


Piggott (Iraq Petroleum Co.), 
E. W. Sharp (Holding Com- 
ponents). 

* - * 


Richard Clements, for the past 
three years Press and public rela- 
tions officer for Exide and its 
associated companies, is giving up 
this position from the end of 
June to devote full time to his 
farm in Hertfordshire. A former 
editor of the Chemical Age and 
science correspondent of the 
Daily Mirror, he will not, how- 
ever, be cutting himself off alto- 
gether from journalism. 

*- * - 

Fred Keil, of City Display 
Organisation, is leaving for a 
visit to Canada and the U.S.A. 
He will attend the opening of the 
Canadian International Trade 
Fair and afterwards, go on to 
New York and Washington, to 
confer with the C.D.O. associates 
in those cities. 

* * - 

The following officers were 
elected at the annual meeting of 
the Leeds Branch of I.S.M.A. 
president, Charles Sumrie; chair- 
man, L. W. Piggin; vice-chairmen, 


Charles Davey 


J. Atack, Henry J. Sutcliffe and 
Clifford Brooke. 
* * * 

T. B. H. Otway is no longer 
advertisement director of Crea- 
tive Journals, Ltd. (publishers of 
Scope) and associated companies. 
He is to become British repre- 


sentative of Wahl Asmussen, 
advertising agent, of Copenhagen. 
* * o 


Roger Falk, director-general, 
British Export Trade Research 
Organisation, who recently 
visited Betro headquarters in 
New York and Toronto, was 
made an hon. member of the 
Advertising Club of New York. 
As guest at a celebrity luncheon, 
he spoke on the International 
Advertising Conference. 

* * * 


Mrs. Jessica Maxted has 
replaced Campbell Gifford as 
Press relations officer for the 
“Nutrition in Britain” exhibition 
at the Caxton Hall in July. 

~*~ ~ 7 

J. D. Swallow (Express & Star, 
Wolverhampton) was elected 
president at the third annual 
meeting of the Young Newspaper- 
men’s Association at Birmingham 
on Monday. Robinson 
(Wakefield Express) was elected 
vice-president, and W. A. Warden 
(Hendon and Finchley Times), 
secretary. B. K. T. Barton 
(Leicester Mercury) M. H. 


Rowntree (Oxford Mail) and Roy 
H. Welch 
Observer) 

committee. 


Buzzard 
to the 


(Leighton 
were elected 


The Press Advertisement Managers’ Association paid an official visit to the Ford Motor Co., Ltd., at 


Dagenham. Twenty-eight members of the Association made the trip by river from Tower Pier. 


The 


purpose of the visit was twofold: to make personal contact with the advertising and public relations 
staff at Dagenham and to inspect a first class modern industrial plant. Pictured above are (left to right): 
H. R. Tadgell, Col. M. J. Buckmaster (P.R.O. Ford Motor Co.), E. Wills, N. B. Lattimore, D. L. Clackson 
(president, P.A.M.A.), E. L. Richardson ee — Ford Motor Co.), W. H. Cooper, E. Metcalfe, 


Studd. 


Elsie Abbott 


Richard Clements 
OBITUARY 
H. W. Hobbs 


Mr. Henry W. Hobbs, director 
and secretary of Charles F. 
Higham Ltd., died suddenly at 
his home in Westmead Road. 
Sutton, Surrey, aged 58. 

As a young man Mr. Hobbs 
joined Gundry, Cole & Company, 
the accountants, and one of his 
early jobs in 1909 was to write 
the first minutes for the newly- 
formed Higham agency. In 1927 
Mr. Hobbs joined the staff of 
Charles F. Higham Ltd. as com- 
pany secretary, and he was 
appointed a director in 1941. 

After a service at St. Barnabas’ 
Church, Sutton, interment took 
place on Monday, at Morden 
Cemetery. 

Among those present were his 
widow, Mrs. Ella K. Hobbs; his 
sister, Mrs. R. Nance; Mr. C. L. 
Smith, general advertising man- 
ager of the Dunlop Rubber Com- 
pany; Sir Patrick Gower, chair- 
man of C. F. Higham Ltd.; the 
managing director, Mr. H. M. 
Thornborough; and Miss G. D. 
Cleverley, Mr. Norman Wilson, 
Mr. L. W. Blundell and Mr. L. 
Jollie, directors. 

Mr. . Haig, director of 
Produx Industries, of which Mr. 
Hobbs was a director, was also 
present. 


H. S. H. Ellis 


Commander Henry S. H. Ellis, 
R.N. (Retd.) died last Thursday 
at his residence in Selsey, Sussex. 

Cmdr. Ellis had a long and 
prominent career in publicity. 
From 1912-20 he was assistant 
advertising superintendent of the 
London Underground, serving 
under Frank Pick. In 1920, he 
joined, as advertising manager, 
Explosives Trades Ltd., which 
was subsequently merged into 
Nobel Industries Ltd. On the 
formation of Imperial Chemical 
Industries Ltd. in 1926, with 
Nobel Industries as one of the 
four main constituent companies, 
Cmdr. Ellis became head of the 
advertising department of the 
new combine, a position he held 
for several years. After returning 
to the R.N. for service at the 
Admiralty in the last war, he 
rejoined LCI. in 1945, but 
retired in the following year. 

He was at one time chairman 
of the Publicity Club of London 
and, in addition, served for many 
years on the committee of 
1.S.B.A. 
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Features for every 
member of the Family 


Some Typical Features 


HOME BY CARGO BOAT 
- Hector Bolitho 


SHOPPING WITH THE MOSCOW HOUSEWIFE 
: Harold Laycock 


THE ARTIST WHO DIED TOO SOON 
William Gaunt 


HASSAN—AND ITS AUTHOR 
J. C. Trewin 


RACING ON THE ROODEE 
V. R. Orchard 


G. LINDLEY SPARKES + ADVERTISEMENT DIRECTOR 114 FLEET STREET, E.C.4 
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Press Space Dilemma 


DVERTISERS and agents are not too pleased with the 
policy adopted by national newspapers since selling prices 
were raised. 

Some at least were optimistic enough to expect that rates would 
go down. Now they find, not only that rates are unlikely to be 
cut, but that newspapers have reduced their advertisement 
content in favour of more editorial. This means that advertisers 
get lesser frequency of insertion, and that agents, whose revenues 
have not risen to balance their increased costs, get less commission. 

Disgruntlement is understandable, but whether the newspapers 
are right or wrong only time can show. 

Advertisers feel that their interests are being unwarrantably 
subordinated to the newspapers’ desire to maintain circulation. 
To combat acute consumer resistance they need more space, but 
they are getting less. Advertising, they recall, has made the 
newspapers what they are: it should not, they say, be sacrificed 
because, for the moment, newspapers can manage with a smaller 
advertisement income. 

Newspaper managements, on the other hand, appear to regard 
maintenance of sales as all-important. Readers asked to pay more 
should be given in return, they contend, a better news service. 
They may also take the view that this policy will strengthen their 
case for more newsprint. 

The arguments either way are nicely balanced. One can only 
sum up by suggesting that what is best for the newspapers is 
best, in the long run, for the advertisers too> ~And on the news- 
paper owners alone rests the responsibility of deciding the wisest 
course for their own industry. | 


Hallmark For Research 


HOSE engaging professional services are liable to find them- 

selves purchasers of a pig in a poke unless guided in their 
choice by some recognised hallmark of competence and integrity. 
The older professions provide such a hallmark. Those of more 
recent vintage, such as that of market and opinion research, do 
well to follow their example. 

The European Society for Opinion Surveys and Market 
Research (Esomar) is therefore to be complimented on having 
adopted a code of standards to which all its members must con- 
form. Such a code was needed. The standards now promulgated, 
though observed in this country by all established practitioners, 
are by no means so universally honoured on the Continent. 

Now one can employ members of Esomar knowing that these 
constitute’an_ international group worthy of confidence. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 


Lick Gull 
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To-morrow’s 


Dearer papers may 
affect periodicals 


ORE reliable figures are 
now available to show the 
effect the extra halfpenny has 
had on newspaper circulations. 

When net sales figures are next 
published they will show that the 
nationals have fallen off, on 
average, four per cent—with the 
Daily Mirror withstanding the 
effects a little better than most 
of its rivals 

National Newsagent reports 
that the London evenings are 
“pretty badly hit,” but their top 
figure of a seven per cent drop 
will prove to be a little excessive. 

Sunday sales are fluctuating, 
and the situation will not be clear 
for some weeks yet. 

In the long run_ periodicals 
may be shown to have taken a 
knock as a result of the news- 
paper price rise. Some families 
are reducing their paper bills by 
cutting down on magazines. 


_— 


_ 
It is now expected that news- 
print will go up £10 a ton to £70 
in August. Selling price of dailies 
may then be increased to two- 
pence. 
—_ 


Festival Gardens: 


‘delay’ claims 


DVERTISERS who are pro- 

viding special features or 
renting sites in Battersea Park 
will press for compensation for 
heavy expenses incurred as a 
result of delay until this week of 
the opening of the Festival 
Pleasure Gardens. 

Some advertisers arranged for 
newly engaged staff to be in 
attendance from May 3, 
opening date originally an- 
nounced, and to ensure that work 
was completed on time extra 
labour was employed, overtime 
rates paid. 

Mr. M. P. O'Hara, general 
manager, Festival Gardens Ltd., 
has promised that the matter will 
be attended to as soon as pos- 
sible. Meanwhile his company’s 
legal advisers are considering 
requests that the question of com- 
pensation should be studied “in 
the light of circumstances 
peculiar to each case.” 


— 


Developments are being 
watched closely by 1.S.B.A. 
_ — — 
Cash with paper orders, an 
undesirable departure from the 
traditional credit system, may 
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e 
develop into cash with printing 
orders if prices rise much higher 
and economic difficulties increase. 
The trend has started in Eire, 
where candidates in this week's 
General Election for the Senate 
were shaken when they were told 
by printing firms that all work 
associated with this election 
would be on a strictly cash basis. 
—~- — — 


Campaign to combat 
irresponsible ads. 


RADE associations are plan- 

ning energetic steps to com- 
bat irresponsible advertising 
which misleads the public and 
provides opponents with ammuni- 
tion for their criticisms. 

The Retail Trading-Standards 
Association says that at the 
moment “the worst field of retail 
advertising covers household tex- 
tiles, clothing and furniture—con- 
sumer products which were 
responsible for the expenditure of 
huge sums on advertising during 
the past year.” 

Among advertisers “the most 
recklessly inaccurate” are said 
still to be those mail order firms 
with small staffs having little 
specialised knowledge of the 
goods they handle. 

During the past few months the 

.T.-S.A. has taken out more 
than 30 summonses against 
traders. Twelve more are in the 
offing. 

—_— 


_—_—_— 


Foretaste of what the future 
may hold in the event of con- 
tinuing Socialist government and 
more planned economy is given in 
“Labour Press Service,” a bulletin 
issued from Labour Party head- 
quarters. Disparaging remarks 
about the volume of Press adver- 
tising include references to “this 
money which must inevitably be 
wrung from the consumer.” 
Government’ leaders might 
reasonably be expected to educate 
their followers in the value of 
advertising to the export drive 
which, they say, saved the nation. 

A el 


A.B.C. of posters 


HE attention value of outdoor 
advertisements is to be 
checked by a newly formed Audit 
Bureau of Circulations in Bel- 
gium. Among its tasks are: To 
check quantity—and quality—of 
circulations; to carry out surveys 
of readership, or radio listening, 
and the habits of cinema-goers. 
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Recipe for happiness 


Surrey Cottage, where Douglas John Betts and family live, 
is a real old orld house in a picturesque cul de sac 
in the centre of Norwich. You find it by going round 
the back of Bond's Garage, where Mr. Betts is the 
manager. 

The Betts’s are warm-hearted Norfolk folk. Mr. Betts 
will tell you that his recipe for happiness is a contented 
family in a home full of worthwhile things. They have 
four delightful children whose ages range from 5 months 
to 14 years. Marjorie, the eldest, and Colin attend local 


gramMar scave.s. c..--, - », sg avaate. 
Betis finds time to sit on the local church council. 
By advertising in the Sunday Pictorial you can reach the 
Betts’s and many other families in the important middle 
income group. For the Sunday Pictorial, with an average 
weekly net sale of 5,165,253, covers a tremendous cross- 
section of Britain and goes into the homes of all classes 
on the best advertising day of the week. Even after 
next Sunday's increase, its square inch per thousand 
rate will be only 7.8%, above 1939. 


Sunday Pictorial 
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T frequent but irregular 
Ainesats somebody com- 

plains that these articles 
neglect the advertising in trade 
and technical journals, and 
invariably I hang my head in 
shame—shame that I have not 
said clearly, loudly and fre- 
quently enough that basically 
there should be no_ frontier 


_ between national and trade or 
- technical advertising. 


The business of advertising is 
to arouse the attention of poten- 
tial customers and make them 
feel, think or do something about 
one’s product. And whether they 
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Picture of the product—but 
no human being, no humour, 
no attempt to see things from 
the purchaser's point of view. 


May 31, 1951 


The Technical Hiteh Is 
A Question Of Copy 


are potential customers for a ton 
of sulphate of lime, a turret lathe 
or a spool of cotton, they are still 
people. Have not they eyes? 
Have not they hands, dimensions, 
senses, affections, passions? Are 
they not fed with the same food, 
hurt with the same weapons, sub- 
ject to the same diseases, healed 
by the same means? If you prick 
them, do they not bleed? If you 
tickle them, do not they laugh? 

But how many technical ad- 
vertisers realise this? For some 
reason that has always escaped 
me, most of them seem to believe 
that the buyers of their particu- 
lar products are inhuman 
monsters who can scarcely read 
and can never bear to look at 
anything more lively than a 


LONDON - 


for the Heart of Kent- 


SOUTH EASTERN 


ALETT 


HEAD OFFICE - - MAIDSTONE 
80 FLEET STREET 


heavily retouched picture of a 
lathe, a bag of cement, or a 
milling machine. 

On my desk I have a score of 
advertisements posted to me with 
pride by an agency specialising 
in technical advertising. Every 
single last one of them has a 
picture of the product, and none 
has a human being. None has 
a suggestion of humour or 
humanity. None makes any 
attempt to look at the matter 
from the purchaser's point of 
view, dramatise his difficulties, 
and show how the advertiser's 
product settles them. They con- 
sist—all of them—-of nothing 
more than a picture of the pro- 
duct on a more or less meaning- 
less background, a vague and 
empty headline, dnd a statement 
of what the product is, how to 
get it, and where it is made. 

This Newall Crankpin Grinder 
advertisement is a fair sample. 
The machine may, for all 1 


| know, be as fascinating to an 


engineer as Princess Margaret's 
new hat to a housewife. But he 
can't see it very well because the 
photograph is superimposed upon 

-of all things—a photograph of 
a crankshaft. 

For a good measure there is 
yet another crankshaft floating 
like ectoplasm in the air above 
the machine. The headline says 
plainly enough that the machine 
is for the automotive industry, 
but, since the buyer may no! be 


able to read there are four 
meaningless photographs of 
motor-cars. 

And of course there is the 


copy. “Here,” it says, “is the 
latest example of British Machine 
Tool Initiative.’ This suggests 
that there is something new, 
some fresh feature, some extra 
selling point about this machine. 
Maybe there is, but it is so 


| buried away that I, at least, can- 


not tell you what it is. Yet if 
this were an American advertise- 
ment and the only new feature 
was grey paint instead of green 
for the base, the advertisement 
would be shouting it to the 
housetops, along with evidence 
from psychologists that grey was 
better for the operator's nerves 
and from oculists that it was 
better for his eyesight. 

Now I simply do not believe 
that this machine has no selling 
points. I simply do not believe 


that a copywriter with an ounce 
of initiative and a cubic inch of 
curiosity could not find out a 
dozen good reasons why readers 
need a new crankpin grinder, and 
why it must be the Newall and 
no other. When Mr. Newall 
meets a prospective customer 
face to face he doesn’t go all 
tongue-tied and then splutter out 
a shattering sentence like: 
“Models are available covering 
a wide capacity range.” If he 
couldn't talk more interestingly 
and informatively than that he 
would have gone out of business 


years ago. Why cannot his 
———___-| 
Review of 


Advertising 
by 
COPYTASTER 


advertisement be as interesting as 
he is? 

I will tell you why. It is 
because “copy is free’—copy is 
given away with a column of 
space, and the commission on a 
dozen columns in a_ technical 
magazine is not nearly big 
enough to pay for the copy- 
writer-hours that would have to 
be expended on finding the facts, 
interviewing users, and absorbing 
the atmosphere in which the 
product is bought and sold and 
put to work. 

Art is not free. The client 
pays for pictures of crankshafts 
and motor cars and drawn letter- 
ing on fancy backgrounds. That 
is why technical advertising is 
usually so heavy on art and so 
light on ideas and copy. 

It is fashionable to blame the 
advertisers for the poverty of 
technical advertising, but my 
experience does not support this 
attitude. Most technical adver- 
tisers have never been offered a 
real live advertisement with blood 
in its veins and persuasion on its 
tongue. When they do meet one 
they greet it with open arms, and 
the trouble begins only when 
they realise that they have to 
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DON’T LIMIT YOUR ADVERTISING! 


-.-Fing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. PHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 31021 2 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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PUBLIC WORKS ENGINEER 


May 31, 1951 


Dear Sir, 


The MUNICIPAL JOURNAL 
and PUBLIC WORKS ENGINEER 


‘is the only publication 


that is read in all 


departments of every local. 


authority. 

More advertisements are 
placed in its columns every 
week than in any other pdper 
in the municipal field. 


They are placed by the 
chief officers of 2,032 
authorities, who know from 
first hand that the JOURNAL 
has the greatest interest 
for local government officers. 


The full page rate of £30 
makes the JOURNAL the economic 
medium for display advertising 
in the £2,000,000,000 municipal 
market. 


Yours faithfully, 
THE MUNICIPAL JOURNAL LTD. 
3/4 Clements Inn, W.C.2. 


HOLborn 2827. 


| 
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REVIEW OF ADVERTISING 


(Continued from page 380) 


should be 


This “objet d'art” 
“hung on the line, and drawn, 
and quartered.” 


pay for it—and pay perhaps 
more for the copy alone than 
they pay for the space it fills. 
Yet such fees are constantly 
being demanded of technical 
advertisers by big general adver- 
tising agencies, and it is surpris- 
ing how seldom there is a 
refusal. After all, if you buy a 
plot of land for £200 you don’t 
go berserk when the architect 
wants £1,200 for building a house 
on it. If a blank page in a 
magazine is £50, why grudge 
another £50 for building an 
advertisement to fill it? 

Until this practice of charging 

and charging adequately—for 
technical copy becomes almost 
universally established, it is diffi- 
cult to see how the technical 
agencies will ever be able to buy 
the copy staff that alone can 
raise technical advertising from 
the dead, breathe life into its 
lungs, and turn it into the 
immensely powerful force that it 
could so easily be. 


* * ~ 


If SEEMS THAT my somewhat 
diffident defence of advertising 
against the charge of salacity was 
the tally-ho for a hunt of un- 
precedented size. and hounds 
have run to earth some pretty 
pungently scented quarry. 

The objet d'art (above) from a 
trade paper, for example, is not at 
all the kind of thing I was seeking 
to exonerate, and if ever we have 
a Gallery of Ghastly Bad Taste 
in this country I shall make it 
my personal business to have the 
Stamford Girl hung on the line, 
and drawn, and quartered. British 
advertising is not, after all, quite 
blameless; and when it is bad it is 
horrid. 


* * * 


THe UnNion-Casti_e Line has 


either a very rich sense of humour 
or a very poor opinion of the 
Festival of Britain. In a rather 
dreary layout showing a couple 
of flags and their halyards it 
says: 


The best idea for the 
Festival Year: a trip to 
SOUTH AFRICA. 


Whether the humour is inten- 
tional or not, the advertisement 
makes me furiously angry. It is 
such a wanton slap in the face 
for the people who are doing an 
enormous amount of work, most 
of it voluntary, all over the 
country to make the Festival a 
success. But I suppose most 
people are less sentimental and 
will laugh at the advertisement 
and point it out to one another, 
in which case it will prove to do 
a great deal better than I think 
it deserves. 


* * * 


FROM THE EARLIEST days of 
advertising the designer has al- 
ways been fascinated by the idea 
of an advertisement printed 
upside-down or back to front. In 
the early twenties I remember 
an inset made of blotting-paper 
in Punch. On it was printed a 
detective story. the main clue 
being a letter written in reverse 
so that it had to be held up to a 
looking-glass to be read. It was 
an ingenious idea, and I well 
remember watching a traveller 
hold up his copy of Punch to the 
looking-glass | in a_ railway- 
carriage in order to solve the 
mystery. 

Then Mars Bar produced an 
admirable campaign of people 
looking into a shop window with 
“Mars are marvellous” written on 
it Mirror-wise—and now we have 
this advertisemént for the port 
of Bristol, perhaps the most 
pertinent of them all because the 
wording is so apt to the occasion. 

It is good fun and good adver- 
tising, but one can't help asking 
what comes next. Such advertis- 
ing would soon become tiresome 
in a long campaign, yet an iso- 
lated effort in a four-inch double- 
column can scarcely be expected 
to set the Avon on fire. 


Aw 1104 os 
JOT21AG 
For a quick TURN ROUND 


the port of 
BRISTOL 


ENGLAND 


“The wording is so apt to the 
occasion. But what comes next?” 
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RESPONSIBLE, 
RESPONSIVE 
PEOPLE READ 


Send for a copy of THE SPHERE from your file, 
(or we will gladly send you one on application) when 
we believe you will be impressed by the masterfully- 
presented editorial, keeping company with many 


pages of announcements by leading advertisers. 


For all categories of quality goods THE SPHERE 
offers opportunity, absolutely without waste, to 
approach an immense readership among people— 
men and women—who have the means and 
discrimination to buy only those goods which are 


of outstanding merit. 


If yours is a quality product or service make sure 


SPECIAL NUMBERS your announcements are in THE SPHERE .. . 


FESTIVAL NUMBER—June 2 where your investment is economical and SAFE .. 
All sold 


MOTOR SHOW NUMBER—Oct. 20 


Some Black and White available Cav caged ull fce-cateur te hatailty Gilda, ai 


CHRISTMAS NUMBER—Mid. Nov. Sor many issues is fully booked. But, please let us 
have your enquries so that we may see if it is 
All Sold possible to accommodate your particuiar needs. 
The paper position is difficult; please give us as 
much notice as possible. 


RRANK J. DUNN, Advertisement Manager, Commonwealth House, New Oxford St-eet, London, W.C.1. Tel. HOL. 6957 
MANCHESTER OFFICE: ss, Market Street Tel: Blackfriars 4109 


where readers have both income and capital. 
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POLICY PLATFORM—Function Of The P.R.O. 


May 31, 1951 


‘I Do Not Believe There Is Such A 
Thing As Public Relations’ 


The P.R.O. should not delude himself and laymen generally by attaching 
a pseudo-mystical importance to the work he does. Public relations 
and publicity are interchangeable terms, each being part of the other. 


By SIDNEY ROGERSON, Publicity Controller, Imperial Chemical Industries, Ltd. 


UBLIC Relations is a 
Pex much in use these 

days. It has, indeed, like 
rationalisation or democracy, 
become one of those so-called 
“blessed” words which are more 
often on people’s lips than in 
their understanding. It is, of 
course, of American origin, and 
though a relative newcomer to 
Great Britain, there is a record 


that it was used in the U.S.A., 
_ apparently much in its present 
- sense, as early as 1882. Already 


§ 


it has attracted to itself a 
considerable number of prac- 


 titioners, some of whom have 
_ been emboldened to attempt to 
' define what is meant by it. 


Let me give a few of these 
definitions—the American first. 

The almost legendary Ivy Lee 
is quoted as saying that “it means 
the actual relationship of a com- 
pany to the people, and that 
relationship involves far more 
than saying—it involves doing. 
An elementary requisite of any 
sound publicity must be, there- 
fore, the giving of the best pos- 
sible service.” Lee's career ended 
before public relations as a name 
had been so widely adopted, but 
it is notable that he uses the 
words as interchangeable with 
publicity. 

Paul Garrett of General Motors 
recognises the virtual impossi- 
bility of a precise general defini- 
tion. “Nobody asks an engineer 
to define engineering. And the 
public relations of a company is 
like its engineering. Public 
relationship aspects thread 
through everything the company 
does, just as engineering relation- 
ships do.” Yet, in other context, 
he expresses himself as follows: 
“(Public Relations) is rather a 
fundamental attitude of mind 
a philosophy of management-— 
which deliberately, and with en- 
lightened selfishness, places the 
broad interest of the customer 
first in every decision affecting 
the operation of the business”; 
and again, “Public Relations are 
all the things you do to make 
friends for the company in the 
hope of making customers for 
the product.” Surely this last is 
far too narrowly commercial? 

Edward Bernays has invented 


for himself the title “Public Rela- 


‘tions Counsel,” in somewhat the 


same way as an earlier genera- 
tion tried to invent “the profes- 
sion of advertising.” He describes 
his work as helping “in defining 
the attitudes and actions that will 
help integrate private interests 
into their broader background of 
public responsibility.” After a 
much better attempt in “Good 
public relations depend on mak- 
ing and keeping friends,” he 
lapses sadly when he follows Dr. 
Fairchild into the stratosphere of 
abstract ideas, and quotes the 
latter’s dictum that “public rela- 
tions is the body of theory and 
technique utilised in adjusting the 
relationship of a subject with its 
publics.” (Query: can a “subject” 
have a public, much less publics?) 
Earl > more modest, 
though without being much more 
helpful, confessing that “public 
relations is not yet a profession,” 
and the Public Relations Officer 
not a_ scientist, but an artist 
“using his instinct and feeling his 
way in the semi-darkness.” 
Crossing the Atlantic, we find 
Gervase Huxley stating, though 
without committing himself to a 
personal opimion, that “Public 
Relations has, I thirk, been well 
described as beginning and end- 
ing as an attitude of mind—'the 
way to regard and approach other 
people’” which is apparently a 
quotation from J. H. Brebner, 
who couples public relations with 
publicity (though contending 
they are different) as things which 
“are concerned with the study of 
the human factor in industry and 
to an increasing degree in 
Government. (They) begin as an 
attitude of mind, a way of 
regarding and approaching other 


people.” 
* + * 


TURN with relief to the 
account of how, towards the 
end of his career, Ivy Lee was 
asked “What is the difference be- 
tween the vocation you follow 
and that of the publicity agent?” 
Lee replied, “I don’t know, sir.” 
He was then asked, “Is there any 
difference?” Again he answered, 
“I don’t know, sir. I have never 
been able to find a satisfactory 
phrase to describe what I try to 

do.” 
1 could not agree more. For 


some years my reply to the 
question “What is or are Public 
Relations?” has been “I do not 
believe that there is such a thing.” 

That is said without any desire 
to be paradoxical or surprising. 
I recognise that an organisation’s 
relations with the public can 
properly be described as its pub- 
lic relations, but I do not believe 
that it is reasonable to de-limit a 
given area of that relationship 
and label it “Public Relations, 
stamping ground for P.R.Os” 
any more than any of the leading 
practitioners, or counsel, or 
whatever they prefer to be called, 
have been able to define it in a 
phrase, a sentence, or even many 
sentences. 

My own belief, which I have 
expressed more than once, is 
that the public relations of any 
organisation, firm or institution, 
are really the sum of the be- 
haviour of each individual em- 
ployed by it or actively interested 
in its work. By their behaviour 
the public's opinion of the unit 
in question will be affected. 


If, say, an industrial firm em- 
ploys peopl: whose work and 
behaviour are essentially good 
and public-spirited, others who 
meet them will be influenced to 
conclude that it is a good com- 
pany and an efficient company 
because it employs good people. 
In a general sense, therefore, the 
responsibility for public relations 
rests on each and every employee. 

If Garrett had said that nobody 
is asked to define behaviour I 
think he would have been right. 
And it is. of course, true that 
behaviour is such an_ inherent 
and intangible part of each one 
of us that it would not normally 
occur to anyone to demand a 
definition of it. Only if in each 
of the institutions which shape 
our character from the cradle to 
the grave (school, university or 
technical college, regiment, trade 
union, club, fraternity or so 
forth) there were to be appointed 
a Behaviour Director, should we 
begin to scratch our heads and 
try and find out for ourselves 
what precisely the title meant or 
its holder was required to per- 
form. Which is just about the 
pitch we have reached with 
Public Relations to-day. 

The public relations of an 


organisation is its relations with 
the public, which are determined 
by how it behaves to the public, 
and the question the intelligent 
layman must ask himself is 
whether all the natural day-to-day 
behaviour at different levels 
within the organisation with all 
sorts of different contacts among 
the public can be directed or 
even materially affected by a 
Public Relations (Behaviour) 
Officer or Director. My own 
belief is that they cannot be so 
directed, and seldom stand even 
to be materially affected by an 
ad hoc expert. 
* * * 

OR the sake of simplicity let 

us keep to the example of an 
industrial enterprise, leaving 
Governmental and other posts on 
one side. Its public relations 
will be affected by the behavious 
of every individual within it from 
apprentice to managing director. 
not only in his or her own work- 
ing hours, but in how they con- 
duct themselves as units in the 
society in which they move and 
live: how they are judged by 
their fellows in the pub, at the 
cricket or lawn tennis club, at 
dances or other junketings, and 
even in their family circle. 

In’ other words, the public 
relations of a company are going 
on in every direction all the time. 
Not only during his working 
hours alone will the chairman 
set the tone for his company 
(i.e., affect its public relations). 
If he is a good chairman he will 
surround himself with good men 
and the concern will be an 
efficient one; but equally his be- 
haviour outside the office will 
affect the relations of the firm 
with the public and these will be 
conditioned, not only by the sort 
of public functions he graces and 
by the opinions he expresses in 
any speech he is called upon to 
make, but also by the way he 
“mixes,” by his tact and his 
ability to meet the high ones of 
the land and the most lowly, to 
treat the former without servility 
and the latter without patronage. 
A P.R.O. may be able to advise 
his chairman on the functions he 
should attend and suggest or even 
draft the speech he should make, 


~ but he has little power to alter 


the regard in which his chairman 
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Descendants of visitors to Messrs. 
Spicer Brothers Stand at the Great 
Exhibition of 1851 are respectfully "f 
reminded that their paper problems 


can still with advantage be 


Oh ed 


SPICERS 


ati9 New Bridge Street EC4 
§ fourteen provincial branches 
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The favourite periodical of Britain’s business and industrial leader« 


The Economist 


Net Sale 45,090 per week ; Advertising Rate £100 per pag: 


22 RYDER STREET - LONDON : SW1 


WHITEHALL 151) 


Policy Platform—continued. 


is held personally, nor can he 
take avoiding action against any 
serious gaffe which his chairman 
may make in conversation follow- 
ing the most irreproachable 
oration. 

A full-time P.R.O. can only 
perform his official functions 
within the ambit of his work and 
the scope of his firm's activities, 
while the public behaviour of his 
fellow employees is going on ail 
the time. In short, one man can- 
not be his company’s only public 
relation, not even if his eftorts 
are assisted by a large and 
efficient department. Much less, 
it appears to me, can he affect the 
behaviour of his company if he 
is employed by an advertising 
agency or is one of the new 
“public Relations Counsel” who 
work outside the organisation 
and not for it only. It 1s ditticult 
to understand how either an 
external Public Relations Counsel 
or an advertising agent can offer 
anything more tnan a service in 
publicity, direct or indirect. 

At best the P.R.O. maintained 
within an organisation can only 
affect a limited part of his com- 
pany’'s relations with the public. In 
a sense he is an artificiality, and 
ideally he should not be neces- 
sary. The fact that in modern 
conditions he is not only neces- 
sary but has an important duty to 
perform makes it the more desir- 
able that he should not delude 
himself and laymen generally by 
claiming too much for himself or 
attaching a pseudo-mystic impor- 
tance to the work he does. 


* * * 


N spite of definitions it is my 
feeling that the major part of a 
P.R.O’s duties is to try to mould 
behaviour or suggest action to 
his principals which will ulti- 
mately provide ammunition in- 
directly, if not directly, for 
publicity! To enable him, in 
other words, to hold up a mirror 
so that the public may note the 
public behaviour of his em- 
ployers. Essentially he is con- 
cerned to improve the contacts 
of his company with those sec- 
tions of the community with 
which it is not normally brought 
into touch, or its impact on whom 
is not normally viewed by them 
as favourable. 

The best P.R.O. for many firms 
are their goods or services. By 
these the public can estimate the 
efficiency of the undertaking and 
it is worth noting that manufac- 
turers of consumer products find 
less need than the heavy indus- 
tries to popularise their behaviour 
by the appointment of a P.R.O. 
Their products act as their P.R.O. 

Relations with those sections 
with which a firm is in contact in 
the normal course of its business 
are best assisted by the natural 
day-to-day behaviour of the repre- 
sentatives concerned. 

If a public service gives good 
service and its representatives are 
courteous and efficient servants of 
the public there will not be much 
that a P.R.O. can, or need, do. 
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lf the service is bad and the ser- 
vants inefficient or uncivil, then 
no amount of special pleading, 
explaining away, or the provision 
of other amenities by a P.R.O. 
will fundamentally improve the 
position until the inefficiency and 
incivility has been set right, 


* * * 


ITH those classes or interests 

who stand outside the ambit 
of his employers’ activities the 
case is clearly different. They 
cannot judge for themselves at 
first hand, and the P.R.O. can 
thus find scope for his talent and 
energies in devising means of 
reaching them and impressing on 
them the efficiency or public- 
spiritedness of the concern for 
which he works. He must do this 
largely by getting his principals 
to take action which he can report 
to the more distant publics con- 
cerned and which, as a general 
rule, he can only reach through 
some recognised medium of pub- 
licity—Press, radio, television, ad- 
vertising or literature. This to 
me is littke more than a para- 
phrase of the publicity man’s 
method “to make news and then 
get it reported.” Where is the 
difference in principle between 
the modern P.R.O. persuading 
a local mayor to assist “local 
community relations” by attend- 
ing an open-day at some factory, 
and the old publicity agent seeing 
that his aciress-client lost her 
jewels “in the great cause of self- 
advertisement”? 

In short, it seems to me that 
Public Relations and Publicity 
are interchangeable terms, each 
being part of the other, depending 
on the way one looks at it. 

Publicity is certainly one of the 
means used to report the be- 
haviour of a concern to a wider 
public than that with. which it has 
direct relations: in this sense 
publicity 1s part of Public Rela- 
tions. The Public Relations of a 
concern as they affect and are 
developed by a P.R.O. are those 
activities which are publicised: 
in this sense Public Relations is 
a part of publicity. Let us get this 
clear at the start and drop all 
talk about “artists feeling their 
way,” “counsel integrating sub- 
jects with publics,” or what-have- 
you. This is, I suggest, a mani- 
festation of an inferiority. Pub- 
licity is tainted, therefore one tries 
to avoid the taint by calling it 
something different and postur- 
ing in attitudes which shall not 
be too reminiscent of it. 

Admitted that, practised within 
the firm or organisation, public 
relations departments will have 
added to them other responsibili- 
ties than direct publicity, and 
important responsibilities at that, 
the essence of their being will be 
found in the field of publicity. 

The more we, as publicity men, 
attempt to persuade ourselves and 
others to the contrary the more, 
I feel, we prejudice our chances 
of being recognised as perform- 
ing what is an essential function 
in these times of large units and 
specialisation. 
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és Lon, 


That's what we're trying to do—to 

keep our prices down ! 
A.B.C. Film Review only started as a monthly 
magazine this year — and already we can announce that 


our average net sales for the first three months were 


87,708 


per month. Many publications have been forced to increase 


their space prices — but, in spite of constantly rising 
costs, our price for a full page is still only £200. 


What's more we intend to hold out against 


el Re 


an increase as long as we can—and in 


any case, we will fulfil all con- 
tracts that we enter into 


at the present rates. 


REACH THE FAMILY MARKET THROUGH 


A.B.C. Film Review 


131-134 NEW BOND STREET, LONDON, W.!. MAYFAIR 5991 
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BEDFORDSHIRE 
BUYS cause 


@ 13,520 people are earning 
good money in general en- 
gineering. 


9,769 people are earning 
good money in market gar- 
dening and agriculture 
supplying a large proportion 
of the garden produce re- 
quired by the Home counties. 


3,451 people are earning 
good money in electrical and 
marine engineering. 


2,699 people are earning 
good money supplying the 
national demand for bricks 
and fireclay goods 


If you want to sell your goods to the people of Bedfordshire 


Advertise in 


THE BEDFORDSHIRE 
TIMES AND STANDARD 


NET SALE 30,876 ABC 


THE BEDFORD RECORD 
SERIES 


NET SALE 19,461 ABC 


ERNEST LUMSDON : London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD 
167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 326< 

Leeds Office: Russell Chambers, Merrion Street, Leeds 2. Tel: Leeds 24998 
Manchester Office: Midland Bank House, 26 Cross Street, Manchester 2. Tel: Blackfriars 393 
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‘Gebrauchsgraphik’ Is 


Back. But 


HE new Gebrauchs- 
graphik—though a compe- 
| tent job—proves that the late 
| Professor Frenzel cannot be 
| replaced. He made it and it 

made him. Both exerted a 
| worldwide influence. And 
Frenzel was one of the few 
| German editors who set his 
face against Goebbels’ doctrines 
with a measure of success. 
| To-day Gebrauchsgraphik, no 
longer published in Berlin but in 
Munich, does not reach the stan- 
| dard of Switzerland’s Graphis. 
And that goes, too, for the ad- 
| vertisement pages. In Frenzel’s 
day there were many advertise- 
| ments for German typefounders. 
| Here one saw their latest crea- 
| tions—typefaces which then 
| found their way throughout the 
world. 
The fundamental reason why 
Gebrauchsgraphik is no longer 


yee 


z 


MENTOR | 


WESTERMANNS LEKSIKON ~ 
The new “Gebrauchsgraphik” 

praises this new poster by 
| Cassandre. Frenzel would have 
| been outspoken. 


what it used to be, is simply that 
the Germany, the typographical 
and packaging achievements of 
which it reflected, no longer 
exists. Neither do the advertise- 
ment pages of Gebrauchsgraphik 
show specimens of the block- 
makers’ craft comparable to the 
superb examples found in 
Graphis. 

But—as of old—Gebrauchs- 
graphik is on the lookout for 
interesting examples of advertis- 
ing design from all over the 
world. A recent issue proudly 
opens with a full-colour reproduc- 
tion (spread over one entire page) 
of A. M. Cassandre’s latest 

| poster, designed in 1949. Accord- 
ing to Gebrauchsgraphik, the 
Danish publisher, Westermann, 
persuaded Cassandre—who 
turned his back on posters ten 
| years ago—to do a poster for 


Mentor’s children’s encyclopedia. 

1 cannot share the exaggerated 
praise which Gebrauchsgraphik 
hands out to this poster, which 
is not one of Cassandre’s best. 
The basic idea is undoubtedly 
sound. But the drab colours— 
dull browns on the question 
marks, head, hands and name- 
plate—contrast but little with the 
dull grey background. The name- 
plate “Mentor” can hardly be 
called a pleasant design. True, 
it is a replica of the title on the 
encyclopedia—but is that a valid 
reason to use this monstrosity? 
The lettering of the other 
elements too are not what one 
would expect to-day. Frenzel 
would have been quite outspoken 
about this poster—John Barmas. 


NEW BOOKS 
REVIEWED 


London Shops and Services 
(A.P.S.O. Ltd., 3s. 6d.) is a guide 
for visitors to London. By means 
of a chart form of tabulation it 
contains, in small compass: a 
remarkable amount of informa- 
tion on some 300 shops under 
about 30 commodity headings; a 
shopping list indicating the map 
area and telephone number of the 
shops; taxi cab rank lists; facts 
about the law relating to tenancies 
for protection of visitors to this 
country; and a political classi- 
fication of London newspapers. 
A most useful little book. 


* * * 


Making Pictures with Light 
(Kodak Ltd., Is. 6d.) is a first- 
rate elementary introduction to 
photography. The explanation 1s 
simple; and coloured and mono- 
chrome photographs, diagrams, 
and transparent pages to compare 
negatives with positives, all help 
to make the book attractive to 
youngsters and to beginners. 


* * * 


Trade Marks and Industrial 
Designs, by Christopher G. A. 
Yate Johnson (UJohnsons, Edin- 
burgh, 5s.), deals with the history 
of its subjects, their development, 
and protection. Incidentally it 
urges the trade mark owner to 
reconsider his printed matter and 
packaging in the light of present- 
day appeal. Interesting, but the 
price of 5s. seems excessive for a 
30-page brochure, even in these 
days. 

* * ” 


The Australia 1950 Herald 
Yearbook (Colorgravure publica- 
tions division of the Herald & 
Weekly Times Ltd., Melbourne 
and London, 17s. 6d.) contains 
800 pages-worth of fact; whether 
you are interested in Australian 
wine, wool or social services— 
you will find the answers to your 
queries here. 
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Why, clowns of course. And what brought them here ? 
Why, posters of course. The whole entertainment 
world knows the PULLING power of posters. From 
the mighty Barnum downwards, entertainers have 
kept the turnstiles clicking and the box offices busy 
by means of the medium which some otherwise informed advertising men have been 
misled into mis-labelling ‘ For Reminder Only—unsuitable for Hard 
Whether vour sales problem is a long-term or a short-term one, POSTERS can cover hoth 
aspects of your advertising strategy. As a first step... We should like 
to discuss with you locations and allocations. 


Selling.” 


In the Mills & Rockleys Region, you will 
find that a new and distinguished type of poster presentation 


has replaced the old cheek-by-jowl jostling of “ the 
hoardings.” Moreover, you will have the choice of several The MILLS & ROCKLEYS R EGION 


p : : BRISTOL 
compact areas in which you can test, for a small sum, the c 


UTON 
AMBRIDGE MANSFIELD 

: ; CHELTENHAM NORTHAMPTON 
merits of different designs and the truth of our assertions. COVENTRY NORWICH 


NOTTINGHAM ~ 
OONCASTER xF 
GLOUCESTER PETERBOROUGH 
HULL TORQUAY * 
IPSWICH TAUNTON 
LEICESTER WORCESTER } 
MILLS & ROCKLEYS wy . 
Y DID You KNow: Wey 
2 You can reach nearly 2,000,000 families i Pm * 
Planned Poster Advertising through poster advertising in the Mills i 
& Rockleys Region, which stretches 


from Ipswich to Evesham, from 
Pontefract to Paignton. 


MILLS & ROCKLEYS LTD 


21 QUEENS ROAD + COVENTRY 


_BUSINESS / SIXMEMA > 
IE FLIFUCILEN CY A 


New methods, systems and equipment to 


EXHIBITION tise, ser soe so sone 


Watch demonstrations. Ask questions. 


THE WORLD’S LARGEST Compare results. 


Special facilities provided for parties 


from firms and trade associations. 
Organised by the : 


Office Appliance Trades Association of Gt. Britain and Ireland 


Open daily 10 a.m.-8 p.m. (except Sunday). . 
11-13 Dowgate Hill, London, E.C.4 


Public Admission 2/6. 
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PHILIP EMANUEL, ADVERT! 
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mie masses what they want 


tssell Hat 
e—— == 


i 
Seemong the commentators on current affairs who write 


JOHN BULL is military specialist Liddell Hart. Yet another 


Saaxample of the new high standards with which JOHN BULL 


pads the weekly magazine market. 


s JOHN BULL 


MEMBER A.B.C 


MEKLY NET SALE OVER 1,000,000 


A Giant by Any Standard 


DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE H 
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DISPLAY & COMMERCIAL ART 


Eight New Showeards Are Examined Under 
The Critie’s Microscope 


From the new showcards 

issued during recent weeks 

these have been selected 

for comment by the display 

controller of a famous 
chain store. 


QUAKER OATS 
os the food tor Het iow 


mam omesenrs 


ee ¢ 5 ide aM 2 Pg ee en et 


Both Rose's cards are good 
material for the point-of-sale. 
The one above is good “bread- 
and-butter” and should get ready 
acceptance. 


Colour photography here (yellow 

and green) is first-class. Rose's 

were clever to say nothing: Thei: 

Press ads. are well enough known 
to ring the bell. 


A good tie-up with Quaker Oats 

Press advertising—but the brand 

name is too prominent. It should 

he subordinate to the sports 
interest. 


A very clever, dignified card. 

The ingenious link-up with the 

solid statues and smooth sand 

foundation gives terrific depth to 
the picture. 


Clean-cut and strong design, but 

perhaps a little abstract for the 

general public. Gilbey's appeal 

is confined to one type 
person. 


Joyce's card is not one of their 
best. It is too disjointed and 
one has to wade through too 
of many units scattered about the 
design. 


The left-hand of these Dubonnet cards, with the typical Englishman 

in a Paris café, tells the story much more simply and directly than 

the one on the right which makes one translate—not drink. 

Production of both cards is good, with exceptionally clear 
colouring. 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indeed in time of need! 
THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C.1 


Telephone: 
MUS. 0124-5 
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OPAQUE COLOURS 3 - » « know most of the 


THESE colours, which include the attractive Tyrian Rose, brilliant answers to screen printing 5 
Mistletoe Green and the unusual Myosotis Blue, fulfil all the requirements : 


of the artist and designer. Prove their excellent qualities and give problems— ; 
your work that extra brilliance so vital to attractive designs by 


REEVES. a soss. ur. May we prove this 


with your next “ point-of-— 
13 CHARING CROSS ROAD, LONDON, WC2 : 
178 KENSINGTON HIGH STREET, LONDON, W8 


sale” publicity campaign? 


i hundred 
in a un re % Our speciality OLRO Long Life 


Finish prolongs the life —and looks! 


d e ff —of Showcards almost indefinitely 
illerent 


countries | OLLEY & 
ROWLEY LTD. 


615-21 HIGH ROAD - LEYTON « €.10 
Telephone : Leyton 3702 


you will find the printed 


| 
product of the | 
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LINOTYPE 


HOME, EXPORT AND TRADE 
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TELEPHONE: 


Studio Seven 
Limited 


47 RED LION STREET: W:C:l 
HOLbora 


9357. 


Dry Mounting? 


ONE OF THE MANY SERVICES 


Available at 


THE ARTISTS MATERIALS HOUSE 
HOLborn 6245-6 


Phone : 


2 Tha buick SERVICE 


Multilith and Rotaprint M 
ny a 0) cn high quality 
The 


are ™ Rapid sid rellable 


y — are 


Strand Lithographic Co. have 


hich ddress 
features of business upon WT) sre invited to contact the mene 


i up customer 
below—Term inus 269 
attention. 


Sieewhere you will receive court rteous a! 


and i 


“ALL-IN” — he service Ay 


and com 
Many concerns find ye the Company 


Simply supply the basic 
idea to finished res ready 


for your machine. . 


HE STRAND LITHOGRAPHIC CO. LTD 


157 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 269! (4 lines) 


Rathbone/24’ 


SILK SCREEN verte) 


Phone 
— 3626-7 


/ Rad Studios 


EALING, W.5 


LONDON OFFICE: 
NEWMAN YARD.ws 


MUSeum O70) 


Estob fished 1910 


h SHOMARDS 4 
cA REAM Ep as 


a 
ou”. SOSTERS” 


On yp TO ANY eS 
SILK SCREEN ARTS | 2 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 3147-86 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


Fonsudf. 


SPEEDY SERVICE 
2 EXPRESS ¢ 
DELIVERY 


DAYLIGHT: GLOWING POSTERS 


RENART 
STUDIO LTD 
EALING 3362 
» 4M 
» «72 


CREEN PRINTING 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


5 SRORGALS BRIDGE ROAD 
teromia W,1.* TEL. VIC 0912-3 
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Silk Sereen Forum 


From recent questions for Peter Mytton- Davies, 
these have been selected for publication. 


Q. We had a small job screen 
printed recently in brown and 
buff on a blue ground. The 
printer quoted us on the basis 
of so much for each colour and 
when we received the invoice we 
were surprised to find that four 
colours and not three had been 
charged for the job. On making 
inquiries we were told that the 
job had to be reckoned as a four 
colour one and that we had been 
charged accordingly. Was this 
correct, and if so, why? 


A. lt is correct that to screen 
print the job you enclosed pro- 
perly, four workings are required. 
They are: First, an overall light 
blue for the background; then, 
brown for the circular panel; 
then, light buff for the design and 
the scroll; and finally, a second 
working of brown for the word- 
ing on the scroll and the fine de- 
tail appearing in brown on the 
buff portions of the design. 

Light colours can be printed 
on top of dark colours quite 
satisfactorily. But all of each 
working must go on top of the 
workings already printed. It 1s 
not advisable to attempt to “leave 
open” small lettering or fine 
detail. 

Confusion is often caused with 
such counter-change designs with 
fine detail. In the case of the 
brown circle, the buff colour de- 
tail must go on top and therefore 
the buff must be done after the 
brown. But in the case of the 
scroll, the brown must go on top 
of the buff and therefore, the 
brown must be done after the 
buff. So a second working of 
either the brown or the buff is 
necessary. 

Had the design been large, one 
of the colours could have been 

“kept open.” The printer was 
justified in charging for a four 
colour job, but he should have 
quoted you a price “per working” 
and not “per colour” when he 
estimated. Did he see your art 
work before giving his price? 


Q. Can screen printing be 
done on wrapping material made 
of polyvinylidene chloride? We 
are putting a new product on the 
market and intend to run a pilot 
scheme to test out several 
different pack designs. _ The 
quantities we shall require in the 
first instance will not be large for 
any one design, and we are 
wondering if the screen process 
would be the most economical 
way of producing these packs. 


A. No art work or rough 
sketch showing the proposed de- 
signs Was sent, nor was any in- 
formation about them in the 
letter. So these designs may not 
be suitable for reproduction by 


screen printing irrespective of the 
materials on to which they are 
to be printed. However, if the 
design itself is suitable, screen 
printing is quite satisfactory on 
polyvinylidene chloride, provid- 
ing the proper vinyl ‘inks are 
used. 

These vinyl inks are available 
in a fairly wide range of colours. 
They should be able to print a 
striking pack design providing 
the detail involved is not too fine. 
As they are themselves very 
bright, the brilliance of the 
finished effect should be con- 
if this 


siderable—and excellent, 
is what is required. 

Vinyl inks are fast-drying and 
screen printing should be econo- 
mical for a pilot scheme requir- 
ing short runs. 


Four screenings may be needed 
for a three-colour job. 


Q. We contemplate using 
silk screen half-tones for a very 
short run. Some of the screen 
half-tones we have seen have 
very bad “screen crash.” To 
avoid “moire,” what angle should 
we tell the firm making the half- 
tone positive to incline the rulings 
of the process screen when they 
photograph the original? 


A. The usual angle between 
the rulings of the half-tone screen 
and the threads of thrown silk 
should be 30 degrees. The screen 
printer will most probably mount 
his silk with the thrown threads 
parallel to the sides of his frame: 
Indeed he should do so. 

We do not know the angle at 
which your half-tone is to appear 
in relation to the margins of your 
design. If your picture is to 
appear tilted, either the angle of 
this tilt must be added to the 30 
degrees already mentioned or the 
screen printer will have to adjust 
the registration guides on his table 
So as to screen the actual job at 
what ever angle may be required 
to allow for the slant at which 
the picture is to appear. 
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Proofing Exhibition 


Stands 


EGULATIONS are rigor- 

ous in their demands for 
fire - proofing of exhibition 
stands. 

There are now available a fairly 
extensive range of chemicals suit- 
able for fireproofing wood and 
fabrics to be used in stand con- 
struction. These products are 
usually simple substances, non- 


toxic, odourless, easy to apply 
and free from stain. 
woopD 


Although the most effective 
method of fireproofing wood is 
by pressure impregnation with a 
solution of a phosphate salt, such 
as ammonium phosphate, good 
results can be obtained on thin 
wood (three and four ply) and 
composite materials, with a paint- 
ing or spraying treatment. A 
solution made up of 33 parts of 
the phosphate salt dissolved in 
100 parts of water is suitable for 
use. The only equipment neces- 
sary to apply this liquid is either 
a large flat brush or a paint spray 
gun. The chemical solution must 
be applied to the wood as hot as 
possible and at least three good 
coatings need to be given to 
achieve a reasonable degree of 
fire-resistance and permanency. 
For a rough guide, one gallon of 
a 33 per cent solution of the 
phosphate chemical is sufficient 
for 100 sq. ft. of surface. It 
must be emphasised that economy 
in the use of the fireproofing 
agent prejudices the entire suc- 
cess of the treatment. 

Several excellent proprietary 
chemicals on the market are suit- 
able for fireproofing wood. The 
L.C.1. material, “Faspos,” can be 
recommended. It contains, besic: 
the effective phosphate _ salt, 
fungicides which prevent dry- 
rot and other fungicidal troubles. 

The presence in the chemically 
treated wood of very minute 
crystals of phosphate causes 
resistance to woodworking tools, 
particularly saws, planes and 
chisels. The fireproofing solution 
should be applied to the nearly 
finished structure upon which 
these tools need be used only 
very little. 

Wood treated with fire-retard- 
ing chemicals can be painted, 
varnished and French polished in 
exactly the same way as un- 
treated wood. There is a tendency 
for silicate paints to flake off 
unless the surface is first treated 
with an oil-bound primer, but 
the quick drying exhibition paints 
normally present no trouble. 


FABRICS 

Untreated cotton fabric of the 
type used in stand construction 
burns with extreme rapidity leav- 
ing a mass of charred carbon 
which still continues to glow at 
the edges. Fortunately a high 
degree of fire resistance can be 
given to the material by impreg- 


Against Fire 


nating it with chemical solutions 
such as ammonium bromide, 
ammonium sulphate, ammonium 
phosphate and sodium tungstate. 

A considerable number of 
chemicals prevent flame propaga- 
tion in fabrics. But when present 
in amounts just sufficient to pro- 
duce this condition, these chemi- 
cals produce a material which is 
destroyed by flameless com- 
bustion after contact with an ig- 
niting source. Some so-called 


JOHN S. TREVOR reviews 
some of the easily obtainable 
chemicals that will give ade- 
quate protection to exhibition 

stands against fire risk. 
fireproofers like alum and boric 
acid have been found by the 
Department of Scientific and 
Industrial Research to be non- 
effective. 

Most substances which react 


alkaline in solution possess 
reasonably good fireproofing 
properties. Neutral salts, like 


common salt and sodium sul- 
phate, are useless. 

All the chemicals so far men- 
tioned are soluble in water and 
are not suitable, therefore, for 
treating fabrics which have to be 
exposed to the elements. Weather 
resistance can only be achieved 
by using chemicals leaving an 
insoluble deposit on the fibres. 
Such a deposit is generally 
formed from two solutions by 
double decomposition. The pro- 
cess is somewhat expensive and 
tedious and should, of course, be 
avoided where possible. 

The technique of flameproofing 
and glow-proofing fabrics for 
interior use is simple, consisting 
of immersing in a solution of 
the chemical, wringing the 
material out to remove excess 
liquid, and drying out. To pre- 
vent flame propagation it is 
necessary to have present 7 per 
cent ammonium bromide; 124 per 
cent ammonium phosphate; 18 
per cent ammonium sulphate and 
9 per cent sodium tungstate. This 
means that fairly concentrated 
solutions of these chemicals must 
be used. 

Of the chemicals mentioned, 
ammonium sulphate is the best 
known and cheapest, although it 
is not the most effective fire- 
retardant. 

When considering the _ fire- 
proofing of fabrics it is advisable 
to make. simple tests to determine 
the most suitable proportions to 
employ and, of course, the best 
type of chemical to select. 

If substances listed here are 
unsuitable for specific applica- 
tions, reference should be made 
to the reagents mentioned in the 
Government publication entitled 
“The Fireproofing Of Fabrics” 
published by H.M. Stationery 
Office. 
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John Allen & Sons (Motor Scythes), 
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Arundel Press (Books) 
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Brighton Corporation, 7. B. Browne 
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HULL DAILY MAIL 


YORKSHIRE & LINCOLNSHIRE TIMES 


, Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 
@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating. 


@ Photo Litho Printing. 


Equipped to execute all stages of 
Vorityper, Lithographic Printing 
and Duplicating, we are, however, 


3 RATHBONE ST., 
L_—_ 


W.t. 


prepared to undertake any phase 
of the process for firms with their 
own equipment. 


MUS. 0653, 4103 


Produced by engineers for engineers 


Mechanical World 


AND 


ENCINEE RING 


RECORD 


AN ESSENTIAL FOR EVERY TECHNICAL 
ADVERTISING SCHEDULE 


EMMOTT & CO. LTD : 31 


KING ST. WEST - 


MANCHESTER 3 


LONDON OFFICE: 21 BEDFORD STREET W.C.2 
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Priestieys 


FOR DISPLAY & SCREEN PRINTING | 
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EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 
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THIS DISPLAY PUSHED SALES 
200-900%, RESEARCH SHOWED 


By ST. JULIAN BOWN, 
Display Consultant, W. H. Smith & Son 


F course, research plays a 

part in display. It is as 
applicable here as with any 
other form of advertising, and 
falls into two sections: investi- 
gation of the details of the 
subject to be presented; and a 
check on impact as shown in 
sales trends. 

The question of how much 
business is attracted by any given 
display can be answered, but 
too often one finds that good 
sales are credited to excel- 
lent buying and first class 
salesmanship, while bad sales are 
ascribed to poor display! Allow- 
ing for these vagaries of human 
reasoning, we are still able to 
some extent to gauge the value 
of some displays by comparing 
the sales of any product with the 
results over the corresponding 
period of the previous year. This 
is, of course, easier to do in the 
big store and the large multiple 
organisation where some internal 
liaison is possible between pub- 
licity department and branches, 
but the matter becomes more 
difficult when a manufacturer 
wants to find out if the display 
sets he is issuing to his retailers 
are paying their way. 

For instance the display set 
supplied may be excellent, but is 
not being given a fair show by 
the retailer. Or the display 
demands more space than the 
retailer is prepared to give. 

One idea, though not a new 
one, is to issue a questionnaire 
with the display, to be completed 
after the show has been taken 
down. Retailers can then be 
induced to pass an opinion as to 
the success of the show and to 
state if they are in favour of a 
repeat in some other form. 

It is sometimes better to send 
the questionnaire after the show 
so as to avoid its being lost or 
packed up with the display when 
forwarded without proper con- 
sideration. 

Display research which I 
carried out while acting as dis- 
play designtr for one of the 
largest motor manufacturing 
firms in the country proved that 
displays were successful when it 
was assured that they received 
proper showing, and this was at 
its best when the display set was 
charged for on hire at three 
guineas per week. 


“Mothers Day” cards issued to 
branches of W. H. Smith & 
achieved results 


increases in sales over last year 
when no special display had been 
made but the cards merely shown 
with other goods. 

In the same way book sales of 
a newly issued work leapt from 
an average of eleven per day to 
over ninety in a day at one 
branch of the same organisation 
when a special display was fea- 
tured. 


The displayman js more directly 
concerned with research entailing 
a minute study of the subject to 
be presented. Lack of attention 


This display pushed up sales 
200—900 per cent. 


in this direction will bring down 
the wrath of the initiated who 
are as a rule only awaiting an op- 
portunity to display their know- 
ledge and to catch out the care- 
less designer. It is no popular 
fallacy that “99 out of a hundred 
won't know the difference.” The 
trouble is that the hundredth in- 
variably turns up even if one of 
the 99 stays at home! 

We must be authentic, and the 
only way is by _ meticulous 
research. 

Research is not limited to the 
production of ideas. There is also 
the question of materials. New 
materials and media constantly 
appear. The search for these is 
a valuable occupation, and it is 
not always those which are ex- 
pressly designed for display use 
which are the most successful. 
What effective display material 
one has seen from time to time 
in the shape of odds and ends 
like old rope, fishing nets, scrap 
cork, broken glass, old chains, 
etc.! The clever display designer 
allows his research to carry him 
impartially to the jewel case or 
the rubbish dump. 
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Display Notes 


EWS of who did what at the 

various exhibitions constitut- 
ing the Festival of Britain will 
continue to trickle out for many 
a week. One of the biggest jobs 
done by one contractor is at 
Kelvin Hall, Glasgow, where the 
Exhibition of Industrial Power 
was built by Armstrong & Co. 
(Wridale) Ltd. 

Because of the size of the pro- 
ject, it was decided to set up a 
complete working construction 
unit on the actual site. Thus, 
when Princess Elizabeth visited 
Kelvin Hall on Monday she 
opened an exhibition that had 
been practically constructed on 
the site. 

Among the most spectacular 
features of the show are the bows 
of an ocean liner, 35 ft. high and 
70 ft. long, a mountain contour 
100 ft. in length, and a 50 ft. 
water cascade. 

Controlling operations at Glas- 
gow was Mr. R. H. Armstrong, 
chairman and managing director 
of the Wridale company. 

This firm also carried out con- 
structional work on the “Land 
Traveller” Exhibition, being con- 
tractors for the main shell. 


* * * 


FROM THE VAST spaces of 
Kelvin Hall, to a_ travelling 
exhibit which fits into a case 7 ft. 
x 2 ft. by 10 in. 

This unit has been designed 
by Mr. F. A. Wren, sales pro- 
motion manager of British Cello- 
phane Ltd., to tell the story of 
Cellophane cellulose film as a 
packaging material. 

The display consists of four 
panels installed at such an angle 
to each other that neither detracts 
attention from the other. 

The display is completely 
collapsible, the panels being 
hinged to form a folding screen 
which is positioned and locked 
by a bar passing through aper- 
tures in each of the panels. The 
valance and the plinth with its 
two hinged triangular platforms, 
have concealed hooks which fit 
into sockets on the edges of the 
screen. A pair of concealed fila- 
ment lamps secured to the back 
of the valance illuminate the four 
panels. 


* * * 


TRANSPARENT WRAPPERS will 
also be shown on a combined 
stand for Metal Box Co. and 
British Celanese Ltd. that will be 
seen at many agricultural shows 
during the season. The stand will 
feature window cartons, soft fruit 
punnets and overwrapped apple 
and tomato boats produced for 
the pre-packaging of graded pro- 
duce in retail units. The two 
firms have been working together 
to produce a range of these car- 
tons for fruit and vegetables. 

Windows and overwrapping 
consist of Clarifoil transparent 


film which is manufactured by 
British Celanese. 


* * * 


A reEATURE AT the British 
Industries Fair which attracted a 
lot of people was a feather lift- 
ing up a leather travelling case— 
the feather acting as a counter- 
weight on a pulley. The whole 
apparatus was activated by a 
simple concealed cord mechanism. 
The stand, that of Barrow, Hep- 
burn & Gale Ltd., was designed 
by Cyril S. Denny. 


* * * 


THE DISPLAY SECTION of the 
advertising department of T. Wall 
& Sons Ltd., ice-cream manufac- 
turers, gets well-earned recogni- 
tion of its work in the spring 
issue of the firm’s magazine. 

The section was set up after 
the war in a small room on a 
mezzanine floor at the firm's 
Willesden factory but expanded 
so rapidly that a transfer to 
special studios at Teddington 
soon became necessary. 

Examples of some of its work 
during the past year are illus- 
trated. They include the design 
of wrappers for ice cream, car- 
toons to amuse delegates to the 
winter sales convention, shop 
counter cards, and merchandise 
shelf novelties, such as “The 
Tommy Walls Tub Family.” 


* * * 


WALTER NURNBERG'S impres- 
sive exhibition of industrial 
photography is to be shown out- 
side London, and provincial ad- 
vertising men concerned with 
technical advertising should not 
miss this opportunity of compar- 
ing their own standards with 
what is probably on a level with 
the best in the land. 

The show js now at Norwich 
and will be seen at Bootle, 
Letchworth and Burton-on-Trent. 
There will also be a_ special 
showing at Amsterdam, featuring 
Nurnberg’s work for Mullard. 


* * * 


CHAIRMAN OF the new London 
Branch of the British Display 
Association, P. H. Whitney- 
Coates, display manager of I. & 
R. Morley Ltd., has agreed to 
organise meetings for the branch 
and has, one is told, many inter- 
esting projects in store. 


* x * 


A NICE PIECE of promotion for 
themselves has been put out by 
Cook's Display Productions Ltd. 
under the title “Sales Promotion 
by Cook's.” 

The folder gives, in only a 
few words—but many pictures— 
a clear idea of the wide variety 
of jobs a display firm is required 
to handle these days: Dealer 
displays, window displays, 
able displays, posters, 
dimensional outdoor displays, 
exhibitions and sign writing. 
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Printers with ‘Monotype’ 
machines offer the finest 
type-setting service in the 
world: composition up to 
14 or 24 point; choice of 
DISPLAY TYPES from 
a repertory of over 200 
that can be cast from 
HIRED MATRICES 


Loan Library: 54 Fetter Lane 
London, E.C.4 
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THE MONOTYPE CORPORATION LTD., 55-56 Lincolns Inn Fields, London, 
W.C.2. Head Office & Works: Salfords, Redhill, Sy. Reg. Trade Mark: Monotype 


Design, Copywriting, Print, Display & Photography 
* 


DESIGN FOR SELLING 
* 
Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
* 


245 VAUXHALL BRIDGE ROAD, S.W.1 ViCtoria 5303 (6 lines) 


SILK SCREEN 
PRINTING 
DS YEARS EXPERIENCE 

AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone : POPESGROVE 502! 
Established nearly 40 years 
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se. NATIONAL SOLUS SITES LIMITED 


Outdoor 
Advertising 


Association §6/60 STRAND © LONDON - W.C.2. Tel : TRAfalgar 4922-3-4 
Led. 
Directors: T. A. ALLAM (Managing Director) + 8S. E. CARTER - P. W. FELTON 
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Materials shortage is not a serious 
threat to prosperity 


By DAVID PICKARD, 
Research Services Ltd. 


Despite the southward population drift of recent years, south and south-west 
England is still predominantly agricultural in character although industries are 


springing up in towns throughout the r 
containing fertilisers, farmers are not likely to feel the materials s 


ion. Except for the mo erage fa sulphur- 


rtage, and 


their purchasing power remains unimpaired. 


URING the years before 
D« war there was a lot of 

talk about “the drift to 
the south,” the migration of 
workers away from the de- 
pressed areas of the north. In 
fact a more accurate description 
would have been “the drift 
towards the south,” for the 
migration stopped short at 
London, and scarcely penetrated 
south of the Thames at all. 

The region reported on in this 
survey (the 11 counties of the 
south and west shown on the map 
on this page) is still predomin- 
antly rural and_ residential in 
character, and is likely to remain 


so. 

This rural-residential pattern 
is the source of the region’s most 
pronounced social characteristic 
—the fact that the average age of 
the people who live in it is well 
above that for the country as a 
whole. Table I shows, for 
example, that in 8 of the 11 
counties the proportion of people 
of pensionable age (i.e. men over 
65 and women over 60) is above 
average. 

A difference of a few percent- 
age points in a table such as this 
does not look very much, and 
requires to be translated into 
numbers to show its full signi- 
ficance. Sussex, for example, has 
rather fewer inhabitants than the 
two counties of Leicestershire and 
Northamptonshire put together: 
yet in Sussex there are over 
50,000 more people of pension- 
able age than there are in the two 
Midlands counties. 

There are two main reasons for 


this predominance of older people 
in the south and west. The first 
is that the “drift to the south” 
was not the only population 
movement that was noticeable 
before the war—there was also 
the “drift from the land.” Young 
men living in the country found 
either that there was no room for 
them to follow their father’s 
occupation on the land, or that 
office and factory jobs in London 
and the northern home counties 
paid better wages. The second 
reason is the traditional tendency 
of the retiring Englishman to 
head towards the sea. 

That this second factor was the 
more important is shown when 
we examine the age structure of 
individual towns. At the head of 
the list stands Worthing, where 
the proportion of people of pen- 
sionable age is more than twice 


while 

Torquay, Eastbourne and Weston- 
super-Mare are not far behind. 
What is true of the larger resorts 
is also true of many of the 
smaller: Budleigh Salterton, for 
example, has an even higher pro- 
portion of elderly people than 
has Worthing. 

The Region contains only six 
towns with populations of over 
100,000—there are 45 in the 
country as a whole. Two of the 
six, Bournemouth and Brighton, 


that of the country as a whole, 
astings, Bournemouth, 


Plymouth and Southampton as 
towns large enough to be major 
centres of industry. 

There are, of course, a num- 
ber of smaller towns in the area 
which are largely industrial in 
character. Some owe their 


existence to the fact that they are 
nodal points in the transport 
system: Swindon and Newton 
Abbot for example, both staging 
points on British Railways 
(Western Region) have become 
“industrialised” by the presence 
of large railway repair yards. 
Others are the original homes of 
traditional crafts which have 
grown up into minor industries; 
here Tonbridge can serve as an 
example; the town has produced 
a high proportion of the coun- 
try’s cricket balls since before 
be G. Grace first flourished a 
at. 

Others are examples of indus- 
trial centres which have seen their 
greatest days. In the 
valley textiles have been made 
for centuries past. Present day 
production is dwarfed by com- 
parison with the vast output of 
the Yorkshire mills, but West 
Country cloth is still making 
small but important contribu- 
tions to our export drive. Another 
industry past its prime is the coal 
mining in the nearby Forest of 
Dean, Britain's oldest coalfield. 
Reserves are now dying out here, 
but the coal, although the costs 
of extraction are extremely high, 
is all used locally, and the field 
has probably several years of 
useful life left. 

The south and west does how- 
ever have one distinctive industry 
—the manufacture of aircraft, the 
two main centres being the 
Bristol-Gloucester area and the 
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THE SOUTH AND SOUTH-WEST 


Southampton - Chichester - Isle of 
Wight area, although there are 
important works as far west as 
Yeovil. The industry first started 
in the region in the mid- thirties, 
and in its early days was manned 
very largely by immigrants from 
the Midlands. It takes time to 
build up a reserve of skilled 
labour for a new industry in a 
new area, and aircraft manufac- 
turers in the west country still 
have to maintain very strong links 
with the west Midlands. 

An industry of this type needs 
a host of ancillary industries 
round it, particularly light engin- 
eering works, to provide the 
thousands of component parts. 
Many such industries are in fact 
developing in the area, and it is 
probable that just as the pre-war 
years saw the development of the 
“corridor” between London and 
Birmingham into a major manu- 
facturing area, so will the post- 
war years see the development of 
a similar “corridor” between 
Birmingham and Bristol. 


Bristol’s Many 
Industries 


Bristol itself has probably 
reached about its optimum size, 
but towns like Gloucester and 
Cheltenham are extremely well 
placed from the point of view of 
transport, and are likely to have 
many attractions for firms suffer- 
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I—AGE DISTRIBUTION OF THE POPULATION BY COUNTY. 


| Gx. Corneal: | Devon | Dorset | Glos. | Kent | Soms.| Hants. new) Sune | L.0.W. | Wiles. 

% % "i %»* | *I RL RR) % x] % % % 

Under 45 aie < S| 61 60 | 61 | 65 | os | o2 | 64 | s | 58 | 59 65 
Melee 18) 8S |S Sees S| si sis 
* be | 100 100 | 100 | 100 E 100 | 100 | 100 | 100 | 100 | 100 
Population of pensionable age | 14 | J ae | Mu | 15 | 6 | 3 4 | 20 19 4 


ing from the desperate labour 
shortages of the west Midlands. 

Protests that towns like these 
offer amenities likely to be 
harmed by such a development 
may well be silenced by the 
urgency of the re-armament pro- 
gramme. 

The aircraft industry is a 
closely integrated one, and the 
aircraft of one firm is liable to 
be powered by the engine of 
another, but in broad terms 
Bristol is more concerned with 
transport and other planes for 
civil use, while Gloucester is the 
home of the Meteor and other 
military planes. The importance 
of B.A.C. to Bristol is shown by 
the remarkable growth of Filton, 
not so long ago just another 
parish in a rural district, but 
now B.A.C.'s airfield and works 
is surrounded by what has be- 
come one of Bristol's largest and 
most prosperous suburbs. 

Bristol has, of course, many 
industries apart from the manu- 
facture of aircraft. It has been 


Source :—Registrar General’s estimate, 1948. 


the headquarters of the Imperial 
Tobacco Co. for many years, and 
the chocolate industry is well 
represented. Bristol is also an 
important port, and if the sug- 
gested development in the 
Gloucester - Cheltenham area 
materialises, it may become even 
more important. 


Seaplanes 
And Ambassadors 


The second main centre of air- 
craft production in the region is 
on the south coast. The emphasis 
in this area is for the most part 
on seaplanes, but not far away 
at Christchurch the first batch of 
Airspeed Ambassadors, civil air 
liners for B.E.A., are just coming 
off the production lines. South- 
ampton, like Bristol, has also 
built up a light engineering in- 
dustry to cater for the needs of 
its aircraft industry. 

It is however primarily as a 
passenger port, handling more 


than half the country’s passenger 
trade, that Southampton is 
known. The life of the town is 
centred on the port, and a high 
proportion of its inhabitants work 
there. One major new develop- 
ment is taking place in nearby 
Fawley, where the Anglo- 
American Oil Co. is erecting, at a 
cost of over £37 million, the 
largest refinery in Europe. This 
project which will eventually pro- 
vide work for 2,000 men, is a 
welcome addition to Southamp- 
ton’s industrial economy, which 
at the moment is liable to be 
affected by any decline in pas- 
senger travel to this country. 
Portsmouth, in the words of 
the development plan produced 
a little while ago, “presents the 
curious anomaly of a regional 
centre located on an island on 
the southern edge of the area it 
serves.” In fact Portsea Island 
itself long ago reached its peak 
of development, and there is now 
an urban sprawl along more than 
ten miles of the coast of the 
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Two more jobs well done ... 


Two more advertising problems tackled with skill and 
The Pompey Soap Flakes displa uced for 

Standing 19 ins. high with the - oe hes = wording in Day Glo, it was printed 
-- in three colours on our McCormick Silk Screen Machine. 
, The 30 x 40 poster for The Bristol — 

designed to portray Georg: 

hops and was silk screened by handle in whtresen estoure 
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52! = Fiat RATE PER S/C INCH 
A.B.C. NET SALES 144,380 
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CRAWLEY OBSERVER 
EASTBOURNE GAZETTE 
EASTBOURNE HERALD 
EAST GRINSTEAD 
OBSERVER 
FOLKESTONE GAZETTE 
FOLKESTONE HERALD 
HASTINGS OBSERVER 
SHOREHAM HERALD 
WORTHING HERALD 
Compri eleven ' 
with Wa oun Eattor and 0 diferent 


LENNOX HOUSE, NORFOLK STREET, 
LONDON, W.C.2. Tel. Temple Bar_6591 (3 lines) 


the best 
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Drawings 


to add to our estapished N 
reputation as outstanding He ‘eg 
agents. \ 
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July 18th to August; 10th. We cordially invite visitors to the} 
Canterbury Festival celebrations to meet us at our new premises. 


KENT ¢ SUSSEX ADVERTISING Qoteice LTD 


a “HIGH STREET - CANTERBURY 


PHONE CANTERBURY 4471 + CRAMS KAYESSADS 
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London Manager J. T. W. POULTER, 231/2, STRAND, W.C.2. 


Telephone: + CENTRAL 8954 


8 GILOREDGE ROAD: EASTBOURNE PHONE 5323 


Dover LErpress & East 
Rent Hews 


ESTABLISHED 1858 
Complete coverage of important area of East Kent 
(Population 55,000) 
NET SALE 17,118 crtemver asic.) 


MINING - AGRICULTURE - SHIPPING - MILITARY - LIGHT INDUSTRIES 
Average 12 columns Smalls weekly is proof of pulling power 
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mainland, joining Fareham, 
and Havant into one 
continuous conurbation with 
Portsmouth itself. 

The naval dockyard is far and 
away the most important em- 
ployer of labour in Portsmouth: 
20,000 workers are directly em- 
ployed, and many thousand more 
in ancillary industries are depen- 
dent on it. Portsmouth people 
were relieved to receive the 
assurance of the Admiralty in 
1948 that“... so far as we can 
see Portsmouth will continue to 
be our principal naval base.” 

In fact the issue is not an 
easy one, for the town’s impor- 
tance began when the French 


one-third the population, and that 
40 miles away. Little wonder that 
it is a commercial centre of great 
importance. 

There is no need to emphasise 
the importance of the south and 
west for the tourist—one has only 
to read the names of the coastal 
towns off a map to appreciate 
that. To assess the full value of 
the custom that tourists bring to 
an area is almost impossible, but 
it is certain that the tourist trade 
is the region's biggest and most 
important industry. It is of par- 
ticular importance in Festival 
year, for many thousands of over- 
seas visitors will (it is hoped) be 
entering the country at South- 


Portsmouth’s industries are developing satisfactorily, but the town 
continues to be very much dependant on activity in the dockyard. 


As re-armament continues, more and more shi 


will sail into 


Portsmouth—and give employment to the local inhabitants. 


were the enemy, and you went 
to meet them in sailing ships. Its 
exposed position to a more 
mobile enemy cost the town 
dearly during the last war. Any 
reconsideration of the Admiralty’s 
decision would present Ports- 
mouth with a very grave social 
problem, for there is relatively 
little manufacturing industry in 
the town independent of the 
dockyard. 

Overcrowding in Portsmouth 
itself means that in the next few 
years some re-distribution of 
population within the conurba- 
tion is going to be necessary. The 
town planners have advised 
against uncontrolled expansion 
into the rural areas north of the 
town, and envisage housing the 
overspill from Portsmouth itself 
in the existing towns on the main- 
land. If present plans mature the 
communities of Gosport, 
Fareham and Havant will in ten 
years time contain half as many 
people again as they do now. 

Plymouth, the fourth of the 
large towns, is, like Portsmouth, 
primarily a naval port. The 
town has a very high proportion 
of its population engaged in the 
distributive trades, the reason for 
which is evident when one looks 
at a map. Plymouth itself has a 
population of over 200,000. To 
the north and to the west there 
is no town with a population of 
overt 35,000, while to the east its 
only rival is Exeter, with only 


ampton. The tourist industry 
recently carried out a survey 
among some 700 visitors to this 
country. Among the questions 
they asked was one which 
inquired which parts of the coun- 
try they proposed to visit: 47 per 
cent mentioned places in southern 
England, 35 per cent mentioned 
places in the West Country. The 
towns most frequently mentioned 


Shopping In The 
Market Towns 


From the point of view of 
marketing, however, it is possible 
to underestimate the importance 
of the inland market towns. The 
Kent County Council carried out 
a series of shopping inquiries in 
the rural districts of the county, 
the results of which showed that, 
whatever the attractions of the 
coastal towns for the Londoner, 
the Kentish villager ignored them 
in his shopping trips. He goes, 
as his father has done for genera- 
tions before him, to the tradi- 
tional market towns like Maid- 
stone and Canterbury. This was 
true even for people who lived 
quite close to large seaside towns 
such as Margate or Ramsgate. 
The reason is partly tradition, 
but also because the market town 
is still the agricultural centre of 
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the county. The same is true of 
the West Country, and towns 
such as Exeter and Truro exercise 
an influence well out of propor- 
tion to their size. 

The one “industry” which is of 
vital importance to the whole of 
the region is agriculture, and here 
the most important event of recent 
weeks has been the annual review 
of prices. On this solemn occa- 
sion representatives of the 
farmers and of the Government 
meet together to decide how much 
shall be paid to the farmers for 
their produce over the course of 
the coming year. 

What finally emerged from 
their deliberations was a scale 
of prices about which probably 
neither side was quite happy, 
but which represented as good a 
compromise as could be hoped 


for. Agriculture these days is an 
industry like any other (the 
Farmers Union was_ recently 


elected a member of the Federa- 
tion of British Industries) and 
farmers are suffering from the 
same alarming increases in costs 
over which they have no control 
that are causing sleepless nights 
in other industries. As far as 
the farmers are concerned, chief 
among these are the costs of im- 
ported fertilisers, and, most of all 
this year, the costs of feeding 
stuffs for cattle. 


Maximum Home 
Production 


The Government, on their side, 
committed to keeping food sub- 
sidies down to their present level, 
were concerned to encourage 
maximum home production dur- 
ing next year. But if they were 
to do this without substantially 
increasing the cost of living, 
something had to give way, and 
that something was the price to 


be paid for milk and eggs. Both 
these items are of major impor- 
tance to the agricultural areas of 
our region as Table II shows, for 
more than half of the farms of 
the counties in the south-east and 
south are dairy farms, while in 
Devon and Cornwall livestock is 
the basis of the agricultural 


economy. In fact these two 
counties between them own 
roughly 10 per cent of the 


country’s cattle and 12 per cent 
of its sheep, proportions which 
mean that there are half a million 
more head of livestock than 
there are inhabitants. 


Farmers Get 
More For Meat 


The final agreement was 
reached by allowing dairy farmers 
a very small increase, insufficient 
to meet the full rise in costs, but 
granting a fairly substantial in- 
crease in the prices to be paid 
for meat. These decisions do 
clearly mean that British farmers 
are going to have to meet some 
of the increased costs themselves. 

The average profit per farm for 
England and Wales went up from 
£482 a year to £878 a year be- 
tween the 1947/48 and the 
1948 /49 tax years, so there is little 
likelihood that, despite the in- 
creasing economic problems fac- 
ing farmers, the countryside will 
lose its comparative prosperity 
and high purchasing power. 

These discussions do however 
serve to point to the difficulties 
that are being experienced by 
farmers whose produce is not 
covered by the price reviews, 
notably fruit, vegetable and 
flower growers. Such producers, 
who will have to bear the full 
impact of increased costs them- 
selves, are of considerable im- 
portance for the South and West. 
The region produces for example 


II—TYPE OF FARMING. 


i 


1 | 2 3 4 
Dorset, Glos., 
England | Hants. Kent, Wilts. Cornwa!l 
and LOW. Surrey Somerset and 
Wales etc. | Sussex etc. | Devon 

Type of farm | % % % % | % 
Mainly arable ... 13 7 7 3 — 
Arable and mixed te 5 oil 4 
Mainly dairy F 28 | 37 4i 45 19 
Dairy and mixed 7 2 26 16 18 26 
Mainly livestock ‘ 12 | 8 7 ” 13 
Livestock + mixed 13 | 9 6 12 36 
Miscellaneous ... at 3 2 18 5 2 
| 100 | 700 =| Too 100 100 
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. . therein lies the 


strength which brings results 


to every advertising campaign 


designed to sell to farmers 


in the South 


DIRECT - ECONOMICAL - INDISPENSABLE 


LONDON OFFICE: 85 FLEET STREET, E.C.4. Telephone CENtral 2845 
*Member of the Audit Bureau of Circulations since 1932 


NOTES :—(a) Source—N.F.U. Farm Accounts Scheme. The sample on which the 
results are based under-represents the smaller fi ' 


‘arms. 
(6) The figures quoted for area 1 include also Berks, Bu 
‘orthants, Oxford and Warwick. 


N 
Herefordshire and Worcs. 


cks, Middlesex, 
Those for area 3 also include 


IlL—-SIZE OF FARM WITHIN THE REGION. 


ea 


2 3 4 
England Dorset | Kent, Glos., | Cornwall 
} and ‘ants, Surrey, Wilts., | and 
Wales LOW. | Sussex Somerset | Devon 

Size of farm | % % % % % 
Under 150 acres peo 79 | 77 83 a4 85 
150 acres and over a i @ 17 16 15 

| 100 | 100 1 100 100 

| 


NOTES :—(a) Source N.F.U. Farm Accounts Scheme, adjusted to allow for the 
under-representation of smaller farms in the 


6) The figures for areas 1 and 3 refer o 


nly to the counties ioned 


* One of Brit sie 


“Most significant is the high place occupied by 
Guildford, where . . . a high level of income has co- 
incided with a great increase in population.” 


“Guildford has increased its population by 50 per 
cent since 1931, and its income levels index is 17 
points above the average . . . Woking’s is 14 points 
above the average.” (Highest town is 19 points above.) 
—Marketing Survey of the United Kingdom, 


% Covered by the 
_ Surrep — 


A.B.C. 
MEMBER 


dverliser 


@ Largest circulation in West Surrdy. Mid-Week and 
Week-end editions. 


London Representative : L. A. Cade, 143 Fleet St. £.C.4. CEN 6692 
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WALTER PEARCE 


& COMPANY LIMITED 
Adverts y 
14 & 1S MERCHANT ST. BRISTOL |. TEL: BRISTOL 20575/6 


In 1897 the late Walter T. Pearce commenced 
his business of selling Advertising in the West. 


: Today the organization, still bearing his name 
} provides more than fifty West Country and 
: National Advertisers with Services that are in 


step with the pace of the times. 
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industrial development goes on all over the Region. At Chichester 

the Corporation has developed a fifty acre site for six factories. 

Another 20 acres added to meet demands for light industries are 
seen here being cleared. 


more than half the soft fruit and 
orchard fruit grown in England 
and Wales, a substantial propor- 
tion of its vegetables, while in 
Cornwall in particular the flower 
trade is an important source of 
employment. (The development 
of anemone growing in the 
county has recently achieved a 
good deal of space and a number 
of kind words in the national 
Press.) 

For some months past the 
farming Press has carried gloomy 
banner headlines such as “Horti- 
culture facing grave situation,” 
but even allowing for the natural 
aptitude of farmers for turning 
every mild reverse into a catas- 
trophe, horticulturalists are cer- 
tainly working under difficulties 
at the moment. 


ESTABLISHED 


KINGSBRIDGE 


GAZETTE 
SERIES 


THE KINGSBRIDGE GAZETTE 
THE SALCOMBE GAZETTE 
THE SOUTH DEVON GAZETTE 


FOR YOUR BETTER 
SOUTH DEVON 
COVERAGE 


101-3 FORE STREET 
KINGSBRIDGE, DEVON 


1854 


Deal, Walmer, Sandwich 
and East Hent Mercury 


The ONLY NEWSPAPER 
Printed in Deal 


| industries? 


The principal problems are the 
shortage of sugar which restricts 
sales of fruit for bottling to the 
housewife, the, shortage of tin 
cans, and most important of all, 
the “liberalisation of trade” 
policy that means that we import 
fruit and vegetables into this 
country for sale at what growers 
consider to be absurdly low 
rates. An example was quoted at 
a recent conference of the 
National Farmers’ Union. The 
speaker claimed that broccoli was 
being brought from Italy to this 
country for sale at a price lower 
than the cost of transport alone, 
while at the same time Cornish 
farmers were producing 40,000 
tons of broccoli a year for sale 
at prices that did not cover the 
costs of production. 

This year has not been a par- 
ticularly happy one for farmers. 
Last year's harvest was below 
expectations, and the record rain- 
fall during the early part of this 
year has seriously upset the 
spring sowing. Somerset has been 
one of the hardest hit counties; 
the centre of the county forms a 
natural basin that catches and 
holds rain water, and farmers in 
the area started the year with 
over 60,000 acres of their land 
waterlogged. In all areas work 
is well behind hand and total 
production seems almost certain 
to be down on last year. 

It is not easy to summarise the 
future prospects of the region. 
While re-armament is priority 
number one, even at the expense 
of our standard of living, the air- 
craft industry of the south and 
west should have few problems 
other than the supply of raw 
materials. And for the other two 
Well, being proved 
wrong by the trend of events is a 
natural hazard the writer of 
economic surveys must face. 
But when it comes to two indus- 
tries so dependent on that most 
undependable of all factors, the 
British climate, he may perhaps 
be forgiven for simply shrugging 
his shoulders and saying “Let's 
hope it keeps fine for them.” 


END OF SURVEY 
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Publications News and Notes 


New ‘Cherry Tree’ 
Series Is Launched 
By Kemsley’s 

Publication of an entirely new 
Cherry Tree series—well known 
books by famous authors—is 
announced by Kemsley’s to sell 
at Is. 6d. 

The new series is launched 
with a range of four best selling 
titles—Beau Idea (224 pp.) by 

. C. Wren, Paradise Island 
(192 pp.) by Frank H. Shaw, 
Thunderstorm (160 pp.) by G. B. 
Stern and Murder On The Fell 
(176 pp.) by H. de 
Stacpoole. 

All the titles of the new Cherry 
Tree series will have glossy art 
covers in full colour. 

. - * 

To-day’s issue of Hairdressers’ 
Journal announces a competition 
to find a lock of hair, or 
“postiche,” worn by anyone 
during the 1851 Exhibition. 

* * * 


A free baggage insurance offer 
is made to subscribers in the 
“G.B. Motoring Abroad” sum- 
mer number of Milestones for 
the Motorist, published by 
Dudley Noble Publications. 

* * * 


May 26 issue of the Investors’ 
Chronicle incorporated a 20-page 
annual review of the building 
society movement. About 13 
pages were building society adver- 
tisements. 

* * * 

The June issue of the Twentiah 
Century wil! include notes on the 
Strasbourg Conference, the recent 
German elections, the defection 
of Matteotti from the Nenni 
party, and the Festival of Britain. 

- * * 

The Midland Bank staff 
journal, for 31 years the Midland 
Venture, will be titled in future 
the Mid-Bank Chronicle. Net 
sales exceed 10,000 monthly. 

* * * 

Audience, a new quarterly pub- 
lished from St. Albans, claims to 
be the first publication covering 
public speaking and lecturing. 
Contributors to the first issue in- 
clude Capt. Peter Churchill and 
L. A. G. Strong. Advertisements 
in this 32-page book include 
fashions, cameras, a_ lecture 
agency, and a travel agency. 

~ * 

The 1951 edition of the 
Kinematograph Year Book con- 
tains 676 pages of information 
and statistics and will be of value 
to those interested in all sections 
of the film industry. This new 
edition is divided into many 
different sections on widely varied 
subjects including a biographical 
section occupying 56 pages. 

* * * 

Published by the Anglo-Irish 
Agency Ltd. is the Anglo-Irish 
Bloodstock Annual, 1951 (3s. 6d.). 
It was intended primarily for the 


Vere 


export bloodstock market, but the 
print order has now been in- 
creased to cover the home mar- 
ket. Excellently produced by 
Antony Wysard, it has many 
authoritative articles and illustra- 
tions. Stud farms predominate in 
the advertisements of this 64-page 
book. 
* * . 


The flat rate of 4s. per single 
column inch in the W 
Bracknell Times is to be in- 


creased to 5s, 
* * * 


The Festival Pleasure Gardens 
Guide, just published at Is. 6d., 
is a gay booklet, designed and 
edited, by Stanley Baron and 
Ruari McLean, with a delight- 
fully light touch. There are 56 
pages, including covers, of which 
254 contain advertising, some 
in colour. Printers are Alabaster, 
Passmore & Sons Ltd., advertise- 
ment agents, C. H. G. Nida Ltd. 

* * * 

Festival number of Exclusive 
London runs to 100 pages, includ- 
ing covers. There are over 15 
pages of advertising. The 
Marquis of Donegall contributes 
an article on “Advertising on the 
Screen.” 

* * 

World Sports are again award- 
ing special “Performance of the 
Month” trophies to young 
athletes in the United Kingdom, 
to provide added incentive and 
encouragement to promising track 
and field performers. 

* * . 

A new cloth-bound edition of 
Good Housekeeping’s Toddlers 
Book contains suggestions for 
the child’s daily routine and also 
some useful patterns for clothes. 

* . * 


Does your wife plan your ad- 
vertising? This is the cover 
question for a Family Doctor 
promotion folder. Recipients are 
urgéd to take the enclosed copy 
of the magazine home and invite 
their wife’s opinion. Circulation 
figures justify treble the adver- 
tising rates, it is claimed. 

* * 

Architect & Building News 
will show the wide variety and 
excellent design of Britain's build- 
ing products in a special “Festival 
and British Building Equipment 
for the World” number on June 1. 

a . * 


Full colour reproductions of 
some of the John Bull covers are 
being reproduced by Raphael 
Tuck and Sons Ltd., for a new 
series of birthday cards for sale 
throughout the country. 

* * * 

World Shipping is a new 
quarterly issued by the Shipping 
World. First (May) issue com- 
prises 48 pages of editorial, plus 
40 pages of advertisements, a 
number of which are in colour. 
Printed on art paper, it is pro- 
fusely illustrated with photo- 
graphs and diagrams. 


js 


(NEWS) 
OPSA DATA 


EGYPT 
AL AHRAM RATES 
With immediate effect, 
the advertising rate of 
AL AHRAM 
for all New and Renewal 
orders is 35/- per s.c. inch. 
Current orders will be 
executed at the old rate 
until their expiry. 
All Particulars on Middle East Press from 
GEORGE YOUNG 


OVERSEAS PUBLICITY & SERVICE AGENCY [> 
WO. Fleet St.London.£04 Cen 549467870 


S.AR 


THE WORLD'S GREATEST 
BOOKSHOP 


4 * FOR BOOKS: 


New, secondhand and rare 
Books on every subject 
Stock of over 3 million volumes 
Subscriptions taken for 
British and overseas magazines 
119-125 CHARING CROSS ROAD, W.C.2 
Gerrard 5660 (16 lines) 

Open 9-6 (inc. Sats.) 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA STUDIOS ‘SIGNS & DISPLAYS) LTD 
27. eos 


OSTON ROAD HANWELL W7 
ac s308 (as $308 
Personal Actention to al! E wives & du a 
Complete and Guaranteed Service im the Fuliest Sense 


ADVERTISER'S WEEKLY 


— 


Bath chaps have always 
come from pigs reared in the rich 
farming lands around the city. 
To-day, every product and by- 
product of the “profitable pig” is 
marketed by the large firms 
which have grown up in this 
prosperous area—which includes 
the city itself, and is, therefore, ~ 
a balanced cross section of the 
whole British market in minia- — 
ture—containing pro- : 
fessional, AND industrial classes 
—an ideal field for any test- 
campaign. 

Reaching them is easy—for 
9s. per sc.i. the Bath & Wilts 


leisured, 


Chronicle & Herald gives you » 


positive “blanket” coverage of 
everyone in the field. 36,000 © 
nightly-—14 copies for 
every house in the city—and © 
throughout a wide area of 
Somerset and Wiltshire. 

You're selling to Britain 
in miniature if you're 
selling to BATH 
through the 


copies 


* The ONLY evening paper printed 
in Somerset. Get full details from: 
The Advertisement Manager, 134 Fleet 
Street, London, E.C.4. 
Telephone: Central 2767. 
GLOVERS 
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EWSPRINT shortage is 
the one thing which we 
imagine that Americans 
suffer from anything else 
but! not so 
-accordin g 
to what Lord 
Rotherme re 
said at the 
luncheon 
given by the 
Newspa per 
Proprietors 
Association 
to the Con- 
gress of the 
international 
Federation 
of News- 
paper Pub- 
lishers last 
week. 

He recalled that when he was 
in America, he told Sulzberger, of 
the New York Times, that he 
was going to Canada for some 
newsprint. “When you're there, 
try to get me some!” rejoined 
Sulzberger. 

So that Lord Rothermere’s 
statement that the problem of the 
American publisher is to get a 
great number of advertisements 
into the “smal| number of pages 
he pub'ished” was in the nature 
of a true word spoken in jest. 
As he pointed out. the American 
publisher is still up against his 
rivals, and if the rivals are pub- 
lishing more pages than he can, 
he feels he is failing to compete. 

Like everybody the 


Lord Rothermere 


! 
else at 


MISLEADING ‘LABELS' 


Mainly Personal — 


luncheon I was much impressed 
by the fine speech of Claude 
Bellanger, the Federation's 
general secretary. Newsprint and 
prices, he pointed out, constitute 
an even more serious problem 
on the Continent than they do 
here. Unless that problem could 
be solved, the very structure of 
the Press which they were trying 
to re-establish after the Occupa- 
tion would be imperilled. 

2 + te 
INCIDENTALLY, Claude 
Bellanger is, as they say, “quite 
a guy.” He holds the Legion of 
Honour, the Medal of the Resist- 
ance, and the War Cross. 

Evidently he agrees with 
Milton in preferring the liberty 
to utter that which he knows, 
above all other liberties. Like 
many other publishers in France 
and elsewhere, he preferred not 
to publish at all, rather than 
become a German mouthpiece. 

He became director-general of 
Parisien Libéré on its formation 
in 1944, is director of Le 
Courrier de l'Ouest, and holds 
many offices of distinction. 

* 
NOW AT Marshall and Snel- 
grove’s is a “Scotland Week,” 
featuring ;paintings, works of art, 
and relics of Scottish interest 


Spacebuyers in general have a tricky job to differentiate 


between the accustomed classification of media and the 


actual standing of the journals concerned. 


THE UNIVERSE is primarily a newspaper. Its readers 
far outnumber those of the rest of the Religious Press 


because they are satisfied that its columns contain the 


world’s latest news in which 


they have interest. 


THE UNIVERSE leads in its field and has a tremendous 
influence in both editorial and advertising. 


SALES RISE CONSISTENTLY 


A.B.C. Figure - December 1950 - 235,472 copies weekly 


Present sales exceed - 238,500 copies weekly 


Buy in the right market and get QUALITY + QUANTITY: RESULTS at 40]- per sec. inch 


No national 
appropriation 
is complete 
without 


FI8LD HOUSE - 


“he Universe 


BREAMS BUILDINGS - 


LONDON - EC4 


assembled by the late Lord 
Dewar. I am reminded thereby 
of Thomas Robert (Lord) Dewar’s 
advertising flair. 

While his brother, John 
Alexander, was a magnificent 
organiser, Thomas Robert was 
the star salesman. He it was who 
used the Shot Tower, now the 
lighthouse and radar beacon of 
the South Bank Exhibition, for 
one of the first large electrical 
signs seen in London. 

It showed in coloured lights a 
braw, bearded Scot, whose beard 
and kilt swayed with the wind 
and who frequently raised his arm 
and glass to the millions who 
passed along the Embankment. 


* * * 


“BILL” BARNEY, 14 years 
chairman, now president, of the 
Aldwych Club, treasures a 
delightful menu card asa memento 


of last 
lunch. 

It contains no fewer than nine 
portraits representing (or alleged 
to represent) the hero of the occa- 
sion. Here is one of them! The 
gentleman dangling the chain of 
office is, of course, the Hon. 
Lionel Berry. 

Bill is tickled pink by this 
cartoon—a fact that speaks 
volumes for his sense of humour. 

Incidentally, the menu was 
designed and _ presented by 
Norfolk Studio. Gee and Watson 
gave the blocks. 


* * * 


A NEW honour has befallen 
another member of the Aldwych 
Club. He is Philip J. S. Richard- 
son, a founder member and for 
two separate periods of about 
four years each hon. secretary— 
firstly during the first world war 


Thursday’s installation 


and again in the 1930's. 


_In the New Year’s Honours 
list he received an O.B.E. “for 
services to ballet.” Now, for 
services to international friend- 
ship through the dancing frater- 
nity, he has been appointed by 
the King of Denmark a Knight 


| of the Order of the Dannebrog 
(which, I am given to understand, 


is the name of the Danish flag). 
' In 1933, as hon. secretary to 
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American publishers 
also have their news- 
print headaches! : 
The man who put 
an ad. on the Shot 
Tower :Philip Richard- 
son is honoured by 
the King of Denmark 
with ‘‘Order of the 
Dannebrog.”” 


By CONTACT 


the Royal Academy of Dancing, 
Richardson went with the ballet 
to Denmark. Since then he 
has often ac- 
compa nied 
the English 
amateur 
ballroom 
team to 
Copenhage n 
for competi- 
tion against 
the Danish 
amateur 
team. 

Founder 
and for more 
than forty 
years editor 
of the Danc- 
ing Times, 
Richardson has numbered among 
his friends Jack Akerman 
(founder of ADVERTISER'S 
WeeKLy), Wareham Smith, 
Horace Imber, “and such great 
names as these.” 


* - . 
RESPECTIVELY in the Army 
(Burma and Singapore) and the 
Navy (minesweepers and escort 
vessels), were Jim Willis, who is 
to be advertisement manager of 
Gifts and Fancy Goods (which 
the Fancy Goods Association 
will launch in September), and 
Eugene Jacquier, its editor. 

They are still soldiering and 
sailoring—Willis as captain in a 
parachute unit and Jacquier as 
Lt.-Cmdr. in the R.N.S.V.R. 

Both before and after the war 
Willis was assistant London 
manager of South African Morn- 
ing Newspapers. Then he joined 
J. Lyons’s publicity department 
as advertising manager. Since 
June of last year he has been ad- 
vertisement manager with W. J. 
Parrett Ltd., proprietors of the 
East Kent Gazette. 


WEEKS WISECRACK 


P. J. S. Richardson 


“I see that your expense 
account is already reflect- 
ing the increased cost of 
cinema seats, old man.” 
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LONDON POSTER ADVERTISING 
ASSOCIATION, LTD. 


NOTICE 


On behalf of our members, as specified in the schedule below, we advise you of an increase in rates for London posting to 
apply as and from October Ist, 1951. 


Ordinary Contract Posting and General Selection 

13 weeks to 52 weeks and onwards 

4 weeks and less than 13 weeks ... 
| week and less than 4 weeks 


7l6d. per 16 sheet p.w. and pro rata 
916d. 
1216d. 


No period discount 


(1) Orders at present running for definite periods will, of course, be carried out at present contract rates until the end of 
such periods. 


(2) Orders at present running ‘‘until countermanded”’ will continue at present contract rates until October Ist, 1951, upon 
which date the new rates will apply. 


(3) Similarly, orders at present running, but expiring before October Ist, 1951, may be renewed at present contract rates 
until October Ist, 1951, upon which date the new rates will apply. 


These increases are essential in view of continuing increased costs in labour, materials and rentals, as well as Local Rates, which 
have gone up to close on 20/- in the £, and in some cases even more. 


Even now the rates for London pee only represent a total increase of 87}° above pre-war (an increase of 50°/ was made on 
a 


January |st, 1945) and compare most favourably with all other advertising media. 


Furthermore, the increase will not take effect until October Ist, 1951, so that generous notice has been given, in order that 
future plans can be arranged without undue inconvenience. 


SCHEDULE 


Hendon & District Billposting Co. 
Hiram Long Ltd. 


Pascalls Ltd. 
Regent Premier Sites Ltd. 


A.A. Sites Ltd. 
Barnet Billposting Co. 


William Booty Ltd. 

Borough Billposting Co. 

Brown & Co. 

Chertsey Poster Advertising Co. Ltd. 
W. R. Churchill Ltd. 

Clapham Poster Advertising Co. Ltd. 
N. Collins Billposting Co. Ltd. 

W. England & Co. 

Finchley Billposting Co. Ltd. 

Gosnay Advertising Co. 

Great Central Publicity Ltd. 

Great Eastern Billposting Co. 
Greenwoods Billposting Ltd. 
Hannams Poster Advertising Co. Ltd. 
Harrow Billposting Co. - 


Hopkins Led. 

James Davey Sites Ltd. 

Kerrisons Ltd. 

G. F. Kruse Ltd. 

Layton Davey Ltd. 

A. Leopold & Co. Ltd. 

Longmans Billposting Ltd. 

A. W. May Ltd. 

J. & E. Mayger. 

Middlesex & Herts Billposting Co. 
Samuel Miles Ltd. 

Northern Poster Advertising Co. Ltd. 
Paddington Advertising Co. 


Partington’s Poster Advertising Co. Ltd. 


Alexander Scott's Poster Service Ltd. 
Star Ltd. 

Southgate & District Billposting Co. 
$-X Billposting Co. 

Taylors Ltd. 

W. Terry & Co. Ltd. 

Trinders Ltd. 

Uxbridge & District Advertising & Billposting Co. Ltd. 
H. Ward & Co. (Billposters) Led. 
Walter Hill & Co. Ltd. 

D. Weston & Co. Ltd. 

G. Wicks & Co. Ltd. 

Willings Billposting Dept. Ltd. 
Windsor Poster Advertising Co. 
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THAT Denis G. Scott, a director 
of G. and A. N. Scott Ltd., pro- 
prietors of the Rochdale 
Observer, driving an M.G. car, 
won the class for cars under 
1,300 c.c. in the Royal Scottish 
Amontobile Clubs Rally. 


THAT a cheque for £1,500 col- 
lected by Yarmouth Publicity 
Association as a_ contribution 
towards advertising the town was 
handed to the Mayor by the chair- 
man, H. A. Christian, at the Asso- 
ciation’s first annual meeting. 
* * * 


THAT Radio Ceylon is increas- 
ing its broadcasting hours to keep 

up with advertisers’ demands for 
time. 


IND COOPERS 


DOUBLE 
SRIAMOND 


THAT this is one of four special 
advertising mats produced for the 
Festival of Britain by the Tresises 
Drip Mat Company of Burton- 
on-Trent. 


We Hear— 


THAT a series of camera studies 
of famous personalities who 
reside in Kensington by Philip 
Gotlop, head of Philip Gotlop 
Photographs Ltd., will be appear- 
ing on the front page of the 
Kensington Post starting this 
week. 
* * 


THAT an advertisement inserted 
by the Isle of Wight publicity 
council in the Sunday Pictorial in 
January gained 2,924 replies, 
equalling a cost of 24d. each. 

* ~ 


THAT Miss Sheila Gammage, 
the British Red Cross nurse who 
appears on the posters for 
V.A.D.s for the Royal Navy, is 
to marry an officer at present 
serving in Korea. 
* * * 
THAT F. A. Mercer has handed 
a cheque for £747 to the presi- 
dent of the Artists’ General 
Benevolent Institution, represent- 
ing the amount raised during his 
year as steward of the Institution. 
* * 


THAT the sponsors of the anony- 
mous “Christmas poster” are 
inviting suitable designs for this 
year’s poster to be submitted for 
consideration. Entries should be 
sent to Andrew Hemus at Wide 
Publicity Ltd. 


THE 
PAPER 


PALACE 


Robert Harling’s 
novel about newspapers 


‘Mr. Robert Harling achieves 
a tour de force. “The Paper 
Palace’ is a brilliant perform- 


ance’ 


Compton Mackenzie 


Recommended by The Book Society 
10s. 6d. 
CHATTO & WINDUS | 


THAT a small party from the 
Publicity Club of London at- 
tended the Six Day Cycle Race at 
the Empire Pool, Wembley, the 
visit being arranged by H. John 
Hewson. 
+ * 

THAT safety slogans will appear 
on cakes and confectionery at 
Coventry during National Road 
Courtesy Week. 

* * * 
THAT the trade, technical, and 
vigilance committee of 1.S.B.A. 
are revising and hope to re- 
produce in booklet form the 
Society's case for the standard- 
isation of advertisement page 
sizes in trade and _ technical 
journals. It will list publications 
which conform to the size stan- 
dards recommended. 

* * ~ 
THAT so far this year magazine 
advertisers in the U.S. are spend- 
ing nine per cent more than last 
year. 

. * 7: 
THAT a Californian brewer has 
been stopped from claiming in 
his advertisements that his beer 
is “non-fattening.” 

*~ * * 
THAT the Nestlé Co., Ltd., are 
offering £2,280 in prizes in a 
window display competition they 
are promoting. It will be open to 
retailers throughout Great Britain 
and Northern ireland. 


THAT Sir Hartley Shawcross 
will open the British Plastics 
Exhibition at Olympia next Wed- 
nesday. The exhibition is organ- 
ised by British Plastics. 


THAT this stand of “Machinery,” 


the technical journal, has attracted 
much attention at the Gauge and 
Tool Exhibition in London. 

as * * 


THAT prizes totalling $2,250 
are offered in an international 
poster competition on the theme 
“Travel is the Sign of Freedom” 
under the sponsorship of the 
European Travel Commission. 

. * * 


THAT Bentalls of Kingston are 
continuing their Festival activities 
with an exhibition of Victorian 
and Edwardian clothes which was 
opened last Friday. 


THAT Andrew Ray read the 
Father's Day charter before pre- 
senting it to his father, Ted Ray, 
who has been elected Chief Dad 
for 1951 by the Fathers Day 
Association. 

* * * 
THAT the print order for the 
second issue of the new Go has 
been increased to 100,000. 

~ * * 
THAT the Supreme Court in 
Washington has approved the im- 
mediate start of colour television 
in the United States by the 
Columbia Broadcasting System. 

* ~ - 
THAT C. & E. Morton Ltd. are 
marketing a new sauce in various 
parts of the country. 


cITY 
3 


~ . b>) 


< 
ABERY® 


THAT this emblem of the Publi- 
city Club of Aberdeen is in full 
colour and three dimensional, and 
is displayed at all luncheons and 
functions of the club. 

* * 


THAT as part of its public rela- 
tions campaign an American firm 
of bubble gum manufacturers is 
distributing anti-Communist cards 
with its product. 


ADVERTISING 
DIARY 
Friday, June 


1. 
NEWCASTLE Pusticitry CLus 
“Festival Focus on Advertising” 
exhibition. 
INCORPORATED Society OF British 
ADVERTISERS® annual luncheon 
Park ——- 1m 12.30 p.m. 


ADVERTISING 
Association conference, Brighton 
(until June 6). 
Pustictry Ciun OF 
annual meeting, Waldorf Hotel 
Wednesday, June 
INSTITUTE OF Pustic RELATIONS. 
nd F. C. 


A. at home and abroad.’ 
Town Planning Centre, King a 
Covent Garden, 12.45 p.m. 
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COMPANY MEETING 


DAILY NEWS LTD. 


Continued Sales Progress 


LAMENTABLE REDUCTIONS IN 
NEWSPRINT SUPPLY 


MR. L. J. CADBURY ON THE EVER-RISING COSTS 


The ANNUAL GENERAL MEETING 
of The Daily News Limited was 
held on May 23 in London. _ 

Mr. L. J. Cadbury, the chair- 
man, who presided, said: The 
increase in price to a penny- 
halfpenny on May 7 of the 
national penny Press and the 
London evening papers is an 
event of major importance in our 
industry. As, however, it did not 
occur during the year under 
review. | will not refer to it in any 
detail until later in my remarks. 

During 1950 the sales of the 
News Chronicle made steady pro- 
gress, reaching the peak figure of 
1,573,057 copies a day in Septem- 
ber. Although the normal 
seasonal decline in sales was ex- 
perienced during the last quarter 
of the year, it is interesting to 
note that the average sale for this 
period in 1950 was 10,363 copies 
higher than for the same period 
in 1949, 

Since my last report the Star 
has continued its remarkable 
progress in circulation and influ- 
ence. In 1950 it recorded an 
average daily net sale of over 
1,236,000 copies, an increase of 
29,000 copies a day more than in 
1949—the largest increase of any 
London evening paper over the 
preceding year, and its steady 
progress has been maintained. 

The demand on our advertising 
columns throughout the year 
clearly shows the importance 
which advertisers attach to our 
papers. Such has been the pres- 
sure on advertising space that un- 
fortunately, with restricted news- 
print, it has been impossible to 
meet all their requirements, but 
great care has been taken to allo- 
cate space as fairly as possible. 


INTENSIVE READERSHIP STUDIES 

During the past 12 months, 
through its own organisation and 
with the help of the Gallup Poll, 
the News Chronicle has made 
some intensive studies of its 
readership. The results have been 
both rewarding and encouraging. 

The analysis has shown that 
the paper is read by a remark- 
ably wide cross-section of the 
population. It reveals that the 
News Chronicle appeals not only 
to Liberals but to Conservatives, 
Socialists, and Independents. 
There is no other national news- 
paper which has such a represen- 
tative following. We could ask 
for no more striking testimony 
to the integrity and independence 
of the News Chronicle's editorial 
policy. 

From an income standpoint as 
well, this paper’s readership is 


shown to range very widely. In 
recent years it has received in- 
creasing support from the middle 
and professional classes including 
a high proportion of the nation’s 
school teachers. According to the 
Gallup Poll, 39 per cent of the 
News Chronicle readership is 
drawn from the well-to-do and 
middle income groups. The 
national figure for these same 
groups, it should be noted, is only 
26 per cent of the population. 
In addition to factual informa- 
tion of this kind, the News 
Chronicle has attempted to ascer- 
tain the personal responses of its 
readers to a number of important 
editorial enterprises which have 
appeared in the paper for the last 
12 months. In reply to these 
inquiries, thousands of letters 
have been received from all over 
the country, and by this method 
we have been able to test the 
popular interest in special features. 
A preliminary analysis of this 
correspondence confirms what we 
had always believed to be true: 
that there exists a growing 
demand for a newspaper which 
presents the great political and 
social issues of the day in a 
direct and attractive manner. It 
is certainly not true that the 
modern British newspaper reader 
wishes only to be “entertained,” 
many seek to be informed as well. 


GALLuP PoLi 

In this time of political un- 
certainty the “How would you 
vote?” questions of the News 
Chronicle Gallup Poll are fol- 
lowed with more intense interest 
than ever by members of all 
parties. The accuracy of its fore- 
casting was vindicated by the 
results of the General Election 
of 1950, and it has now become 
a Vital factor in political calcula- 
tions. The Economist has re- 
marked that the Gallup Poll is 
an index “which politicians watch 
the more closely the more they 
deride it” The poll does not 
only deal with the preference of 
the voters but with many other 
matters of topical concern and 
human interest. 


NEWSPRINT SUPPLIES 


May I now turn to the question 
of newsprint supplies? On pre- 
vious occasions I have pointed 
out the regrettable effects that 
result from their restriction, 
especially in a parliamentary 
democracy such as our own. 

Since 1939 there have been 
several methods of newsprint 
rationing and control, some by 
voluntary agreement and some by 
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Government order. In January 
1949 the only contro] was that 
of the number of pages per issue. 
Otherwise circulations were free 
to move in response to public 
demand. This lasted until 
October last year. By that time 
stocks in this country had 
declined to a dangerous point 
and “tonnage” rationing was in- 
troduced—i.e., each paper was 
allowed a definite weight of news- 
print based on its consumption 
between certain dates; but there 
were no restrictions on how this 
was to be used, the number of 
pages per issue could be sacri- 
ficed for sales and vice versa. 
With the rising demand for the 
News Chronicle and The Star 
this has meant during the last 
two months 4-page News 
Chronicle's on Saturdays and for 
The Star small papers not only 
on Saturdays but on several 
Mondays as well. 

I have here a diagram which 
illustrates clearly how pages of 
the News Chronicle have been 
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massa? 


PRICE OF NEWSPRINT 


restricted since the beginning of 
the war. ; 
It is really lamentable that six 
years after the war the British 
Press should once again. be re- 
duced to printing papers of only 
four pages. How is it that we 
have reached this acute situation? 
I mentioned at our last annual 
meeting that in January 1950 the 
Government told us to cancel 
our imports from Canada in the 
second half of the year owing to 
the dollar situation. After 
strenuous representations to the 
Board of Trade this embargo was 
modified and we were told we 
could import 25,000 tons. 
Unfortunately, the manufac- 
turers had already sold the news- 
print which should have been 
sent to Great Britain last year; 
for during the winter a famine 
had developed in newsprint which 
qualified it to rank as one of the 
world’s “searce materials.” So, 
instead of the 300,000 tons which 
our contracts would have entitled 
us to receive in 1950 from 
Canada and Newfoundland, we 
actually received 12,000 tons! In 
that year the Government issued 
licences to British mills which in- 
creased their exports to figures 
substantially larger than before 
the war while British periodicals 
were released from control. These 
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measures still further limited the 
supplies available for newspapers 
and, combined with the inter- 
national situation, have put the 
British Press in one of the acutest 
crises it has experienced since the 
war. 1 am glad to say that Lord 
Layton is now in Canada nego- 
tiating for a renewal of our long- 
term agreement with the 
Canadian mills. 


RIsiING Costs 

Of recent months our paper 
supplies have presented us with 
another problem, that of the price 
of our newsprint. The second 
diagram shows how the cost per 
ton has moved over the period 
since 1939. The last increase has 
been too much for us to swallow 
without a change in price. 

There is very little the public 
can still get for a penny rowa- 
days. Even the penny bus fare 
has gone with the wind, and we 
were proud of the penny paper. 
But economic facts have been too 
strong for us. 

Paper used to be 
cheap and plentiful. To- 
day it is scarce and dear, 

| and is growing scarcer 
and dearer. At the 
beginning of 1950 it was 
£32 a ton; last month it 
was £47 a ton; now it 
is £60—six times the 
pre-war figure. Nor can 
we see the end of the 
movement. Newspapers 
cannot make ends meet 
at these prices. Not only 
is the cost of paper 
soaring to the skies; 
everything else that goes 

to the making of a 

newspaper has gone up 

—or is going up, Wages 

are one example, rail 

and road _ transport 
another. 

Again, we get letters 
from readers appreciative of 
Robert Waithman’s cables from 
America, of Stephen Barber's war 
dispatches from Korea, and such 
vivid examples of foreign corres- 
pondence as Norman Cliff's 
report on the famine in India. 
But since the devaluation of the 
£ these services cost far more 
than they used to. 

In 1939 the News Chronicle 
was normally 20 pages daily. To- 
day its maximum size is six 
pages. Yet we are paying a 
larger paper bill for six pages 
than we did for 20 before the 
war. Up to now part of the ga 
has been filled by increasing ad- 
vertising rates. Advertising is 
part of the service a newspaper 
renders, and advertisers have been 
very understanding in these diffi- 
cult times. But two points afe 
clear: there is a limit to the ad- 
vertising a six-page paper can 
carry, and there is a limit to what 
the advertisers can be asked to 
pay. 

For the time being, we have to 
reduce the amount of advertis- 
ing, in both papers, to give more 
editorial matter, and our readers 
may be assured we shall strive 
in all ways to improve the service 
we give to our public, 

The report and accounts were 
adopted. 
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EVERY WOMAN WHO READS © 


ABC sales 281,324 copies a month 


Type area 8}” x 6” £204 a page: 
Advertisement Manager 

S H BOWDEN, 

Stitchcraft Limited, 

Great West Road, 

Brentford, Middlesex 

EALing 6283 


CONCENTRATE 


YOUR ADVERTISING 


ON WOMEN WHO MEAN BUSINESS 


THE | 
DERBYSHIRE TIMES 


SERIES 
over 105,000 copies 
per issue comprises 


The Derbyshire Times (82,578 A.B.C. cert.), the Pelper 
News, the Hucknall Dispatch, the Buxton Advertiser 
and Herald, the High Peak News. 


Head Office: CHESTERFIELD 
London Office: 231/2 Strand, W.C.2 
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CURRENT 


ADVERTISING 


New Portable Radio Introduced 


rs 6 + 
With “Teaser 
Close-kept secret of a teaser 
campaign which has aroused 
interest in the radio trade these 
last few weeks has now been 

released. 

It prefaced the introduction of 
the “Dandy,” compact new 
AC-DC/battery portable from 
Pilot Radio Ltd. Latest of the 
Pilot home and export models, 
the set is being featured “for 
listening in and listening out—it's 
a Dandy!” 

The dapper Edwardian carica- 
ture, designed by agents Greenly’s 
Ltd., was the basis of cards, 
leaflets and Press teasers, and is 
being used in all media. General 
promotion will include national 
dailies, trade Press, window bills 
and cards, and associated dealer 
advertising. 

The “Dandy” will also be on 
display with other new Pilot 
models at the Earls Court Radio 
Show later this year. 


This is the “Dandy” who played 

an important part in the launch- 

ing of the new portable for Pilot 
Radio Ltd. 


Drive To Sell 
More ‘Swel’ 


Steps are being taken by 
F.M.S. (Farm Products) Ltd. to 
increase the sale of “Swel” pre- 
pared mixed vegetables to house- 
wives. For many years F.M.S. 
mixed vegetables have been used 
extensively by caterers and in 
schools and hospitals. 

Advertising is appearing in 
the Fruit Trades Journal and 
a brochure is included in the cur- 
rent issue. Advertisements are 
also running in the Caterer & 
Hotel Keeper and the Institution 
Management Association Journal. 

At the present time the manu- 
facturers are faced with the 
packaging problem. When the 
position eases, however, they hope 
to introduce a range of individual 
prepared vegetables for the 
housewife. 

Walter Pearce & Co., Ltd., 
Bristol, are the agents. 

* * * 


NEW_ACCOUNTS 


if you 
are interested 


in reaching engineers, chemists | 

and others responsible for | 

water supply, sanitation and | 

drainage or sewage purifica- 

tion, you should advertise in 

“uT | 

WATER & SANITARY 

ENGINEER ”’ 
published monthly by 

DALE REYNOLDS & CO.LTD. 

32 Finsbury Square, London, E.C.2 

Write or phone for specimen and rates. 


British advertisers anxious to 
increase their trade with 
Denmarkshould investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Fur! details from: 


CRANE-DEBENHAM LTD. 
ELEGY STREET, LONDON, F-C-4 
* Central 28!" 


National advertising 
Cadbury's Red Label Drink- 
ing Chocolate, will begin in 
the autumn. Colman, Prentis 
& Varley Ltd. have been 
appointed agents. 


Sommerville & Milne Ltd., 
Glasgow, have been appointed 
for Peter Pan (Coats) Ltd., Glas- 
gow, makers of high-class chil- 
dren’s tailored coats. Provincials, 
dailies and weeklies, selected 
women’s magazines and trade 
Press will be used commencing 
in August. Showcards to tie-up 
are also under production. An- 
other new account for this agency 
is Arpic Engineering Ltd., Glas- 
gow, makers of air compressors. 


Full-colour, double-page spreads 
and four-page spreads will appear 
in selected trade journals. 

* * * 

Nicholls Dorrity Advertising 
Ltd., Birmingham, have been 
appointed to handle the adver- 
tising of Morcream ice cream, 
made by Morcream Products 
Ltd. Midlands dailies will be 
used for the initial campaign. 

* * 

A limited scheme in selected 
trade papers for the Highway 
Earth Boring Machines, distri- 
buted in this country by the 
Cheshire Engineering Co., Ltd., 
is to be handled in this country 
by Scott-Turner & ssociates 
Ltd. Plans for the extension of 
this scheme to Australia are 
being made through Scott-Turner 
and Associates’ SMetbourne office. 


T. & T. Works Ltd., Leicester, 
mechanical handling plant manu- 
facturers, have appointed Gordon 
Advertising Ltd. A campaign is 
being placed in technical Press. 

* * * 

Stowe & Bowden Ltd., Man- 
chester, are handling a campaign 
for Hazlewood & Sons Ltd., 
makers of Turlene Turtle oil 
soap, in local papers in Lanca- 
shire, Derbyshire, and Cheshire. 
The campaign also includes point 
of sale displays, window bills, 
showcards and window displays 
featuring live turtles. 

om * 
NEW CAMPAIGNS 

First advertising by Stuart 
Advertising Ltd, for their new 
clients, Gieves Ltd., tailors, is 
now appearing in media which 
includes the Times, Sunday 
Times, Financial Times, Country 
Life, Countryman, Economist, 
Illustrated London News, Punch, 
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“Back to pre-war 
quality” is the 
theme of new sales 
prometion material, 
reported last week, 
for Hammerton’s 
Oatmeal Stout, 
which is being 
distributed by 
Foote, Cone & 
Belding Ltd. Six- 
teen-sheet posters 
are being displayed 
in certain areas 
throughout Eng- 
land. Foote, Cone 
& Belding Ltd. dre 
also _ conducting 


market research for Hammerton's Oatmeal Stout. 
will be the basis of a follow-up campaign. 


The result of this 


and provincial papers where 
Gieves have branches. An unusual] 
angle has been adopted. Adver- 
tisements in national papers and 
magazines have the slogan “Is 
any suit worth 40 guineas?” with 
copy pointing out that a good 
suit is an investment. Provincial 
ads. are headed “You pay a high 
price for a good suit.” These will 
be followed with “other interest- 
ing approaches.” 
* * * 

Stuarts are also placing a new 
campaign for Courtaulds Ltd. 
featuring Rayon, in Punch and a 
wide range of women’s magazines 
including Womans Own, Vogue, 
Harpers Bazaar, and Homes and 
Gardens. 

* *~ * 

Brooke Bond are running a 
series of advertisements in 
national dailies, Sundays, pro- 
vincials and magazines mention- 
ing the Ministry of Food’s de- 
cision to increase tea prices, but 
announcing that as a result of the 
re-opening of the London Tea 
Auctions, Brooke Bond are able 
to offer improved quality teas. 
There is also a supporting poster 
campaign. Agents are 
woode, Dixon & Hunting Ltd. 

* * * 

The new “King” Penguin 
camera is featured in a campaign 
for Kershaw-Soho (Sales) Ltd. 
being placed by Wilson Advertis- 
ing Ltd. in Punch, Tatler, 
Amateur Photographer and 
trade papers. 

* * 

A campaign is being planned 
by Creators Ltd., makers and 
manipulators of thermo-plastics, 
in “suitable” journals. At the 
moment advertising is direct. 

* * * 

Current campaign in the trade 
Press for Harker Stagg Ltd. fea- 
tures their new Peldosect per- 
fumed insecticide spray. Space 
& Time Studios are agents. 

* * * 

London evenings have been 
used by agents C, J. Lytle Ltd. to 
publicise an exhibition of writ- 
ing instruments from the earliest 
times to the present day which 
was opened by Mr. G. Tomlinson, 
Minister of Education, at the head 
Biro shop in Piccadilly on Mon- 
day evening. The exhibition in- 
cludes the William Bishop 
collection which contains 350 
items and various items selected 
by Biro Pens Ltd. 


ACCOUNT RELINQUISHED 
Gee Advertising Ltd., Leicester, 
have relinquished the. account of 
Grahame Gardner Ltd. 
* 


* * “ 
NEW ACCOUNTS (Overseas) 


Colman, Prentis & Varley Inc. 
have been appointed export 
agents for Carters Products Inc., 
makers of Carters Little Liver 
Pills, and United States Steel. 


WISK—ONE 
PENNY 


Latest manufacturer to join the 
“soap offer” battle is Lever Sales 
Ltd. with a scheme for Wisk. A 
coupon now being sent to house- 
wives enables them to purchase 
one small packet of Wisk at the 
usual price and then get a second 
packet for one penny. 


* > 
Blowing Their 
Trumpet 

Bristol is using its biggest ever 
publicity campaign to attract 
Festival visitors to this country 
to the city. 

A new note has been sounded 
in the city’s “Blowing our own 
trumpet” campaign. 

A model designed by a local 
Government officer, beautifully 
coloured and centred round a 
scroll listing the principal Festi- 
val of Britain celebrations in 
Bristol, is to be shown in eight 
London window displays. 

Space has been booked in 
newspapers in the West, the Mid- 
lands, South Wales, Yorkshire 
and in Lancashire. 
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Photographic Enlargements 
in all sizes up to 80 $q. ft. in one piece 


The Co. Ltd., Brownlow Rd. 
London, W.13 EALing 2691-2-3 
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CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


: FREE LANCE SERVICES 


A HIGH CLASS monthly magazine has a 
Proposition to discuss with Free Lance 
subscription and circulation travellers 
Write, giving details of experience 
area covered, ctc., to 
Box 9604 Ad. Weckly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISING AGENTS 
ONLY 


Foremost Dutch Litho and 
Collotype Printers offer their 
services. 

Substantial stocks of cart- 
ridge, chromo and poster papers, 
ample reproduction facilities for 
all types of work. Two-colour 
machines up to 39x55, em- 
bossing, varnishing, bronze work, 
cutting out, etc. 


London Office gives service, 
handles importation. Prices 
quoted and accounts payable 
London, sterling. 


Box 9576 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


Space Sales. 

Box 1609 Ad. Weekly 180 Fleet St BC4 
PARTNER required for new venture 

which will make excellent copy 
Capital required £1 


WANTED 


PRINTERS WITH 
CAPACITY FOR HAND- 
LING HIGH-CLASS BI- 
MONTHLY ILLUSTRATED 
TECHNICAL JOURNAL. 

Run of 4,000 copies, size 
9” x 12°, 64. pp. and cover. 
Art paper or near sub- 


stitute. 
Full details on application to 


Box 9577 
Advertiser's Weekly, 180 Fleet St., E.C.4 


INVITATION TO FREE LANCE COM- 
ERCIAL ARTIST 


—A select West 
End address with all facilities 
offered to Commercial Artist at pepper- 
corn rent in return for help with roughs 
Finished art work of varicd nature will 
be bought from successful applicam at 
agreed prices. This is a wonderful 
opportunity for young man with adver- 
tising flair who wants to advance with 
security and may lead to even biggcr 
things on a partnership basis. 
Box 9553 Ad. Weekly 180 Fleet St BC4 


PUBLISHERS . 
May we have the pleasure? 
Two EXPERT Advertising Men of 
Standing, are teaming up on MEDIA 
REPRESENTATION IN THE NORTH. 
= competitive — ges be carried. 
mpeccable Referen 
ENQUIRE WITH CONFIDENCE TO: 


Box 959! 
Advertiser's Weekly, 180 Fleet St., £.C.4 


CANADA. Any Advertising Agency or 
kindred organisation secking represen- 
tation or office in Toronto is invited to 
Agency Executive taking up 


residence August. 
Box 9596 Ad. Weckly 180 Fleet St BC4 


contact 


BUSINESS OPPORTUNITIES 


MAGAZINES. Foyles arrang® postal 
subscriptions for all British magazines 
and periodicals and almost all American 

and Continental Pub. —- , G 
LE LTD. (Subscript art- 
1 19-125 

w.c2 


Charing Cro ross Road, 


PHOTO-UNTON LID.. ali photographic 
services and facilities. Studio House, 12 
Soho Square, GERrard 71384. 


| ACCOMMODATION 


| SWISS COTTAGE, 
t 


1,000. 
Box 9578 Ad. Weekly 180 Fleet St BC4 | 


ACCOMMODATION available 
lance artists in well equ 
Holborn. Write Box 212, c/o 7 
Street, W.C.1 

WELL KNOWN firm § speciaising in 
point-of-sale printed display with avail- 
able studio space would consider lctting 
at nominal rent to smal onannyve 
team for first call on servi 
Box 9561 Ad. Weekiy 180 Fleet St BC4 

TWO OFFICES available in suite. Cen- 
tral between City Mh End 
Telephone, cleaning. cic 
Box 9593 Ad. Weekly 180 Fleet. St EcC4 

Divan room for 

separatc menagc. 

Constant hot water, kitchen, refrigera- 
tor PRI 9135. evenings 

OFFICE TO LET, E.C2 disiric:, Approx 
100 sq. ft. £97 oa. including rates, 
lighting and heatin; 

Box 9603 Ad Weekiy 180 Fleet St BC4 


MISCELLANEOUS 


RIVER YEAIM HOTEL Newton 
Ferrers, S. Devon. (Tei.: 257). Sheltered 
and sunny position directly overlooking 
harbour in S. Devon's famous beauty 

. combination of SEA. 


for free 
studio in 
7 Coptic 


lady Share in 


Riding. Fully licensed Exceilens c 


SALES AND WANTS 


COMMERCIAL ARTISTS need “Techni 
que of Advertising Layout.” Hundreds 
of Illustrations. 185 pp. Cloth. 
Paruidge Publications. 

ART PAPER and boards available for 
good class printing by London Printer. 
Ring AMHerst 2391. 

POR SALE: Studio Comprojector for 
use in copying or direct tracing. Screen 

ft. x f All magnifications for 
£100. On 
< Ltd., Basement, 

se 


FOR Sa. Model 7 linotype. Machine 
in production at presemt time. Offers 
to 
Box 9589 Ad. Weekly 180 Pieet St EC4 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P JI Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, ty om etc. 


tart a oy 
2 Middle Se., mee 823; Mon 2402 


PRINTERS 


PRINTERS additonal 
periodical moderate 
Drice, WELbeck 
7430 


can now accept 
High quality, 
Punctuality. Ring 
PUBLICITY MATTER. icaficis. 
brochures printed = and 
efficiently Enquiries invi 
Box 9579 Ad. Weekly 180 Picet, St Bes 
PRINTER has capacity for work on 
small auto cylinders Paper availabic 
for colour work. Size up to Royal 
London area 
Box 9490 Ad. Weekly 180 Fleet St EC4 


SPECIAL ANNOUNCEMENTS 


See May !7 issue of Advertiser's 
Weekly pages 326-327 for the 
Advertising Services and 
Supplies Section. June 14 will 
be the next issue containing 
these services. 
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APPOINTMENTS VACANT 


Large Midland Manufacturing con- 
cern with world-wide ramifications 
requires the following fully ex- 
perienced men in their Advertising 
Division. 


STUDIO EXECUTIVE 
Applicants must be capable of 
taking control of all studio and 
photographic work from the 
creation of initial ideas to the 
supervision of finished art work for 
all forms of publicity. 


DISPLAY EXECUTIVE 


Previous experience in all forms of 
display and exhibition work essen- 
tial. Able to control staff of com- 
petent display men and purchase 
materials, progress work through 
from the basic initial stage to the 
finished job. 


PRODUCTION EXECUTIVE 


Must be fully conversant with all 
forms of advertising production 
procedure and have full knowledge 
of printing methods, costing, 
analysis, ordering, Stores Control, 
etc. 


Applicants must have previously 
held similar administrative positions 
and be capable of controlling staff. 
Five-day week—excellent working 
conditions. Restaurant facilities, 
pension fund, etc., available. 


Apply giving full details of past 
experience, qualifications, age and 
salary required to 


Box 9565 
Advertiser's Weekly, 180 Fleet St., E.C4 


AY ee TeENT SPACE —- 
MA am looking for a 
came 0 and 25, who has a flair for for 
selling space. He need not have had 
previous expericnce but it would be an 
advaniage. Must be prepared to work 
hard The successful applicant will 
have excellent opportunities for ad- 
vancement Advertisement Manager, 
Style for Men Drury House, Russell 
Street_ London, W.C 2._TEM 3422. 

AN EDITORIAL ASSISTANT is re- 
quired by the Research Laboratories of 

he General Electric Co. Ltd., 
undertake the inception and running of 
a house organ that will contain both 
technical material and social and per- 
sonal news. Scientific qualifications are 
Mot necessary but an ability to write 
interesting accounts of technical sub- 
Jects, in good English. is essential. 
Applications giving details of age and 
record and salary required should be 
to The Personnel Officer (Ref. 
GBLC/147), GEC. Research Labora- 
tories. North Wembley, Middlesex. 

TECHNICAL ARTIST required to pre 
Pare line illustrations from engineering 
drawings. Experience in photographic 
fetouching an advantage, but not 
essential. The position is supcrannuated 
and has, for the keen and proficient 


man, possibilitics of advancement to 


full colour illustrating. This Company 


is concerned with the manufacture of 
electrical equipment for aircraft and is 
Write in 


situated in N.W. London 
first instance ome age, 


experience 
and salary required t 


Box 9566 Ad Weekly. 180 Fleet St BC4 


PARKER-BAYNES SERVICE 


requires a first-class lettering 
artist and, also, a first-class 
scraper-board artist. 
HOL. 0277 


SPACE SALESMAN 
established technical journal in London. 


This is an Ry Opportunity with 


plenty of sc an experienced man. 


Give full Geiails ‘Nectudins age, present 


— etc., when replying to 
ic 


ox 9562 Ad. Weckly 180 Fleet St BC4 


required for old 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 35s, per Pp! panel inch. 
4s. per line, 45s. per display wr 
9d. ering 


classifications, 
charge, one line plus 5 
advertisements under seven 


postage, Series 
insertions MUST BE. ‘PREPAID. 
Weekly,” 190 Fleet Street, London, E.C4. 


CHAncery 


APPOINTMENTS VACANT 


Wanted for Studio in 
E.C.1 area 
HIGH GRADE 
LETTERING 
ARTIST 


with some creative ability. 
Salary up to £12 per week. 


(APPLY FOR APPOINTMENT) 


Box 9597 
Advertiser's Weekly, 180 Fleet St., E.C.4 


MANAGER TECHNICIAN. To take 
complete charge of production opera- 
tions in the London area of the manu- 
facture of typewriter carbons and rib- 

Ss. Must be highly experienced in 
this particular class of manufacture. 
The position holds excellent prospects 
with a minimum salary of £800 
annum, according to qualifications and 
experience. Written application, giving 
date of birth, education, full details of 
qualifications and experience of posts 
held (including dates) 

d, should 


Appolstments r, 

Labour and Nations Service, 1-6 Tavi- 
stock Square, W.C.1, quoting reference 
number K.C.116 within ten days of 
appearance of this advertisement, In 
no cifcumstances should original testi- 
monials be forwarded. Only candi- 
= selected for interview will be 


JUNIOR” ASSISTANT for Production 
Group —- a traince with some 
experience preferred. 

__ Box 9583 ag Weekly 180 Feet St EC4 

AGENCY DIRECTOR needs assis- 
tant. If you have a background cover- 
ing production, typography, a —— 

flair, and above all, are 

write, ne — se euails of 


organiser, 
age, experience salary 
Box 9594 Ad. Weekly 180 $0 Fleet St EC4 


! 
FIGURE MAN? LETTERER? RETOUCHER? 


is 
your name 
Czkychoski? 


Or just plain John Smith? It 
doesn’t matter either way. It’s 
not the name, the beard cr 
the pin-stripe suit, but the 
work you do that will get you 
a highly paid job with us. 
Come and see us if you feel 
qualified. 


PENTAGON 


DESIGN SERVICES LIMITED 
WELBECK 5445 


ADVERTISING ASSISTANT to Sales 
manu- 

. Candidatcs 

working experience of trade 


advertising, 

literature and house organ, with ~— 
to create and to co-ordinate detail 

with firm's advertising 

Good prospects 

with rn 

oducts enjoy world-wide re 
tation. Initial . omeey —— nl ull 


for enter- 
¢ firm 


pth 9595 Ad. Weekly 180 Fleet St EC4 


IF YOU ARE BRIGHT and youthful, 


have reasonable experience in ee. 
tion work (preferably in an agency) and 
would ~ to handle from beginnin: 
to end the production of a by —~ 
advertisements, and perhaps 

in a medium sized agency, write mat. 
ry age, experience and salary required 


Box 9536 Ad. Weekly 180 Fleet St BC4 
TIES 


unity the ri ti 
gring 4 full. details and salary required 
in confidence, 


OPPORTUNITY 
for agency man 


If you are experienced in 
block ordering,  typo- 
graphy and preparing 
accurate printers layouts, 
and are able to produce 
original layouts for print; 
if you would like to join 
a modern agency with 
congenial working condi- 
tions and good prospects 
of advancement, write, 
giving full details of 
agency experience and 
commencing salary re- 
quired to: 


Box 9614 
Advertiser's Weekly, 180 Fleet St., E.C.4 


HOTOGRAPHIC RETOUCHER 
quired by Studio. Phone or write for 


to—SMH ertising 
53 Doughty Street, 
noery 3902. 


ELL-KNOWN Chemical Company in 
City cf London invites applications 
from experienced adveriising man 
about W years of age 

advertising — publicity 

Britain and overseas 


i Box 
Ad. Weekly, 180 Fleet Street, E.C.4. 


CHAS. BARNETT ARTISTS 
require a first-class retouching 
artist. Good salary to the right 
man. Apply 

1&2 PEMBERTON ROW, E.C4 


PRODUCTION JUNIOR 


May 31, 1951 


APPOINTMENTS VACANT 


ADVERTISEMENT 
ASSISTAN 


- ee peta 
required by 
Engineer, Applicants should. be Te. 
tween 20 a . have a sound 
Knowledge of blocks and copy proce- 
dure, a retentive memory and a good 
phone manner. Previous experience 


of publishing preferred, but not essen- 

a Apply in own handwriting, stating 
age experience to 
The y K-, 
C.2. 


ger, 
28 Essex Street, Lon- 


n, 
= —" wo wee ee 
—. 


nd 
oo wok. 
to Box Be Cc R. C 
Street, W.1. 
required for 
John Haddon & Co., Lid., Holida 
ereaneed So for this year, Apply Secretary. 
He bury Square, E.C.4, or CEN 


RTU EXISTS for lady with 


experience in advertising (space selling) 

and publishing to assist Principal in 

developii 

Typing an an Reasonable salary 
comm: 

Box 9543 Ad. \ Weekly 180 Fleet St EC4 


= a WRITERS ~ pare! Writ- 


ing abilit 
technical backsround, meral mech- 
anical, electrical engineering (including 
electronics) knowledge. Aijrcraft or 
marine instrument experience an advan- 
tage. Apply with full details of experi- 
ence and salary required to: Personnel 
Manager, Sperry Gyroscope Company 
ore al Great West Road, Brentford, 
ul 


SOMEWHERE THERE 1S A MAN 


waiting fcr this opportunity. Small 
well established London Agency on 


activities between space buying, 
with clients and accountancy. He must 
of first class education, familiar with 
modern techniques, able to interpret 
(with assistance) clients needs in print, 
uy economically what he cannot 
deliver himself and 
through from A to Z. . 
he is a swift, methodical and accurate 
worker with that peculiar “know how” 
which makes for a successful advertising 
executive, he can look forward to a 
bright future in which the horizons are 
quite sanen. Please write full par- 
ticulars t 
Rox 9325. Ad. Weekly 180 Fleet St EC4 


details of ed jon and to 
Box 9511 AS Weekly 180 1 St ECA 


ADVERTISING REPRESENTATIVES 


required for industrial journals in South 
Wales, Lancashire, Tyne- 
side, and Midlands Area. Applicants 
oom be resident in the area chosen, 
_—— to take up such residence. 
lass men only need apply. Write, 

a £ date of birth, marital status, 
seevions pamerones and whether car 


Reply 
Box 9 9567 Ad Weekly 180 Fleet SUE EC4 


YOUNG ARTIST required 


Ould be welcome. 
Box 9584 Ad. Weekly 180 “Fleet St BC4 


GODBOLDS 


have vacancies 
for the following 
additional staff 


EXECUTIVE to assist 
Managing Director on sev- 
eral accounts calling for all 
round agency experience. 
Must have been trained in 
all departments of agency 
work. 


PRODUCTION MAN 
with sound experience of 
blocks, typography and 
handling material for press 
and print. 


Please write, marking your 
letter either ‘‘Executive’’ 

r ‘‘Production Man’’ and 
give full details of your age, 
experience, background 
and salary required. 


GODBOLDS LIMITED 
99 ALDWYCH, LONDON, W.C2 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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May 31, 1951 


APPOINTMENTS VACANT 


EXCLUSIVE London Fashion Photo- 


graphers require first class sales repre- 
sentative. Retaining fee, ex 
sa all Apply 


with all deta 
mx 9564 Ad. 1 Weekly 180 Fleet St BC4 


seek out 
collate 


must work in and/or live near London. 
Reply in confidence. 
Box 9599 Ad. Weekly 180 Fleet St BC4 


NS & CO. LTD., studio, 
* display artist required * “Please »apoid 
appointments 
Gerrard 7431. Ext. 2. 

YOUNG LADY wanied with knowledge 
of Advertising for Office at Harrow. 
General Office anc Advertisi duties. 
Harwood Press (Advertising) > 47 
West Street, Harrow, Middlesex 

DIRECTORY SALESMEN. Salary and 


CLASSIFIED ADVERTISEMENTS 


cies 
. Write Essex 
tid: Road, Chadwell Heath, 
Essex. * Kings 9933 
ARTIST with ideas required for show- 


card designing. Good lettering cssen- 
tial. Knowledge of collapsible displays 
Vv. 


ING 
London Studio. opporiun: 
<~ 4 men “ae ability oo . . wf be paid 
wort 

Box 9480 Ad Weekly 180 Fleet St BC4 
YOUNG MAN required to take charee 

of advertisement copy oe ~~ ad 

group of trade journals. This 

Invereating poskion with scope, tor the 


Box 9963 Ad. Weekly 180 Fleet St BC4 


Commission. Good men earning £15 
week up. Full details and copy refer- 


Box 9600 Ad. Weekly 180 Fleet St EC4 


required by London —s 
—# or of a. 


ARTIST 

4 
so well known 

Box 95 9570 Ad Weekly 180 Fleet St EC4 
FIRST 


drawing ability 
handling Nationa’ 
‘ocess §6of — 


spocceity be’ cree 
Box 9571 eekly 18 "180. Fleet St BC4 


journal covering merchandising, packag- 
ing and printing. Applicants should 
have a sound knowledge of this ficid, 
Proved space selling a and ge 


vertisers 
Remuncration “will be com 


top level 
mensurate with ability. Details of 
experience, qualifications and salary ex- 


rm) 
Box 9606 Ad Weekly 180 Fleet St BC4 
AN ENTHUSIASTIC advertisement rep- 
resentative 


expenses. Write in an instance giv- 
ing particulars 
Box 9520 Ad. Weekly 180 Fleet St EC4 


MARKET 
RESEARCH 


Large London Agency requires 
experienced Research man to 
take charge of this phase of 
its activities. He should be 
under 40 and have had Agency 
training in a wide variety of 
investigational work. He will 
be expected to plan the re- 
quirements, to prepare final 
reports and recommendations, 
and he will not be reluctant to 
make calls himself for check- 
ing and planning. He will be 
well paid and included in the 
Pension scheme. 


Box 9426 
Advertiser's Weekly, 180 Fleet St., E.C.4 


business magazines requires services of 
experienced advertising representative 
for Great Britain and Northern Ireland. 
Commission. Weite eo eg and 


experience to Leonard Ben 

Sackheim, Inc., 2 West oh ‘Street, 
New : . a 

ARTIST required by 

firm situated in 


comm should x. 
Preference will be given to single men, 
and applicants should state salary 


required. Appl 
Box 9524 Ad Weekly 180 Fleet St BC4 


EXPERIENCED 


LAYOUT MAN 


required for responsible posi- 
tion in Agency Studio. Ability 
to produce some finished 
work and knowledge of art 
buying preferred. 
Please write, giving details of 
experience and salary required. 
LARDER & STEVENS LTD. 
Tl Fleet Street, London, E.C.4 


well known 

West End Advertising Agency for an 

aes Voucher —_—. Excellent 
ospects. 

Box 950% 9568 Kd Weekly 180 Fleet St EC4 

WANTED Boy a an experi- 
enced, manent 


two, 
Rusby Advertiser, 


tion. Salary a rite, 
giving full details to 
9609 Ad Weekly 180 Fleet St BC4 


ARTIST ER. Ai ie salary 
offered to first class man to fine 
quality showcard and —, colour 


al possessing good 
advertising values. Apply in confidence 
to Cardigan Press Lid., Leeds, 
REPRESENTATIVE required large 
firm of Process Engravers, 
ham area. Write, stating age and ex- 


Box 959 9598 Ad. Wevkly 180 Fleet St BC4 
A COMPANY of National repute have a 
Shorthand 


in writing, with copies of recent testi- 
monials to 
Box 9612 Ad. Weekly 180 Fleet St EC4 


GENERAL 
ARTIST 


Capable man required, able to 
work in all mediums. Experi- 
ence engineering subjects an 
advantage. Good working 
conditions, five day week, 
permanency. 


Write or phone: 
BATESON & STOTT 
45 ST. PAUL'S CHURCHYARD, E.C.4 
CENtral 2664 


a ARTIST required M2 Adver- 
Agency. Used to work. 

Fresh vivacious line and ay drawing. 
Layout ability an advantage. Good 
unity for Hours 
a” aaa details experience, 


Box 50 Ad. Weekly 180 Fleet St BC4 


. APPOINTMENTS VACANT 


YOUNG MAN required for clerical duties 
in advertisement de; news- 


DESIG NER 
working drawings 
exhibitions. Full particulars required. 
Box 9607 Ad. Weekly 180 Fleet St EC4 


don area on behalf of publishers of 
leading South African journals, Libera! 
commission basis to 
excellent prospects. 
im 5449 for appointment. 


TARY ASSISTANT required in 
West End "Agency handling is 
marketing / advertising. 
tarial age = _ 
| nn og Oe ~~ 

ench an Stating salary 
Box 9582 Ad. ast ADDY 180 80 Fleet St BC4 
1 IN ASSISTANT for Wes 

K. led: of blocks, 


End Agency now’ 

Printing rm layout desirable. 5 day 
= on ey Write, giving 
age, experien ry required to 

Box 9585 Ad. Weekly 180. Fleet St BC4 


RITER: For wnplay and 
mw tie Window Arts 
9 Shirland ews, Paddington, 
YOUNG” ex required as 

small 


‘VICEMAN 
soon as possible to take charge 
sationssy a en 


Good 
knowledge of 


=— company 1 hour L 
Prospects for ambitious young man. 
| Peas apply to Lansing Bagnall Ltd. 
at Road, Basingstoke, Hants. 
ITION 
nted 


STAND DESIGNER 


ing — Successful applicant can 
expect y, but - bo. gd ba 
Full dctails, age a 
Box 9551 Ad. Weekly 180 D Fleet ‘sr st BCA 
ALL ROUND Commercial Artist and 
layout man with knowledge of block- 
making required by trade journal pub- 
lishers. working conditions and 
Prospects. Write ia onan, 
giving details of pre’ perience. 
Box 9582 Ad. Weekly. 180 Fleet St BC4 


APPOINTMENTS, WANTE 


ADVERTISER IS TYPOGRAPHER, 
with international reputation, expert in 
ail kinds of kk production, with 
managerial and directorial ex 
Recently a in press as eminent 
and encyclo orough know!l- 
see ¢ of all a Processes and well 

a publishing. iming. and 
paper” ades. Establish author, also 

Fecturer. Under forty. British by birth. 


bility and provide commen- 
surate salary. 
Box 9575 Ad. Weekly 180 Fleet St BC4 


Widely experienced 
ART DIRECTOR 
ideas, layouts for advertising, pub- 
lishing, packaging. Able to execute 

specialised artwork personally. 


Box 9538 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ASSISTANT with sound 
experi: of all agency accounting, 
pilus capebiny and experience in con- 


Nelson Brown, ay ; a Mansions, 
_Morshead Road, 


DUC oun man (20), with 
four years’ ‘agency experience wants 
position with London Agency in Pro- 
duction Department Has completed 


National Service. Keen, hard worker. 
Strongly recommended by previous 


employer. 
Box 9581 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


EXPERIENCED, keen —_ capable, 27 


mg house, secks change to Produc- 
tion Manager. Many years experience 
in production of all types of 
quality printed matter. Position 


Newspaper or Periodical House pre- 


Box 9610 Ad. Weekly 180 Fleet St EC4 
YOUNG —, $ post, it 

roughs, blocks, etc ry 

Box 9608 Ad. Weckly 180 Fleet | St BC4 
PHOTOGRAPHER, ATBP. 09), 
mercial Advertising and Colour. Man- 
ager in an Advertising Studio requires 
similar position with a 


firm, 
, Box 9574 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN. & years’ studio € 


"Experienced 


exper- 
ence silk screen process. Stencil cut- 
ung — — positives/air brush. 
Seeks 


Box ose). 7 Ad. Weekly 180 Fleet St BC4 
FILM PUBLICITY “and Press. 

Experienced artisi wants post. Sensibic 

salary 

Box 9588 Ad. Weekly 180 Pleet St BC4 
WOMAN JOURNALIST (G6), seeks 5 

as assistant to Public Relations ( 

or similar capacity Nita Adams, 7 

Upper Brook Street, W.1 
PRINCIPALS. T ca: can help you to hold 
own in the North! London 
trained executive, 
Manchester, | offers 


resident in 
his services to a 
“wide-awake™ outfit requiring northern 
representation. Fully experienced in 
all phases of the profession: numerous 
contacts, enerectic Sincere and 
genuine enquiries welc 
Box 9592 Ad. Weekly 180 Fleet St BC4 
SHORTHAND.-TYPISTS. 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel! House, Whitcombe Street, W.C.2 
(WHitehall 5924). We specialise in 
cfficiem personnel. 
ACCOU NTS EXECUTIVE, | 3. DAA, 
wit a 


Private Secre- 


referably outside London Area 
jox 9569 Ad. Weekly 180 Fleet ‘St Ec4 
CAN ANYONE offer me employment? I 
am willing to do anything. Write 
catalogues, — envelopes, prepare 
lists of addr 
Box 1679 Ad r Weekly 180 Fleet St BC4 
COPYWRITER /LAYOUTMAN (hoider 
of ICS Advertising Diploma) sccks 
free-lance work with Advertising Mana- 
gers requiring good sales-promoting 
copy. Disabled. 
Box 9549 Ad. Weekly 180 Fleet St BC4 


JUNIOR ARTIST (femaic), 4 years Siade 


secks position with reputable Com- 
mercial Studio. Weite Box 457, Rey- 
oak 44 Chancery Lane, London, 


A you NG MAN of 28. with keen ability, 
good schooling, is desirous of a 
pone as traince in cither an Adver- 
tising | ora — Seuss Has 


ad Agency 
_Box O58 Ad Weekly “Tso. Fleet St sca 
DESIGNER secking post in textile tr ide 
interested in woven and printed fabrics. 
years’ training at aay College of 
moderate 
. ° 100 High 
Street, Bromiley, Ken 
ADV NT MANAGER, good 


experienced space salesman 
class 


smiths, . 


connections, 
national 4 ical publication 
rience, secks change to Publisher 


cring real prospects. 
ax 9572 Ad. Weekly 180 Fleet St BC4 
PRINTERS’ REPRI REPRESENTATIVE, good 

conmecmons. able to place work 

9602 Ad. Weckly 180 Fleet St BC4 
ARTE ist 10 years AGENCY and 12 years 
STUDIO experience. Publicity. Design, 
Retouching secks 


Married, 2 
young children 
Box 9550 Ad. Weekly 180 Fleet St EC4 
KEEN REPRESENTATIVE (25). com- 
mercial refrigeration, would welcome an 
tunity of a change to space- 
wl 3 2. in a substantial in- 


Md permanency 
Box" “9575 Ad. Weekly 180 Fleet St BC4 
NG 


ears’ experie: 
Box 9586 Ad. "Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


TECHNICAL ILLUSTRATION for _re- 


(Continued on page 411) 
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ADVERTISER'S WEEKLY 


13 specialised publications which have 
established a high reputation through- 
out the World for the authoritative 
nature of their contents and their 


value as advertising media 


Published by 


TOTHILL PRESS LIMITED 
33, TOTHILL STREET + WESTMINSTER + LONDON : 


TuHurspay, May 31, 1951 


a 
Post * “tree 


55/- (overseas) 


S. W. | 


STOP PRESS 


LATEST AD. 
RATE RISES 


A. W. Burnett, advertisement 
director, Amaigamated Press, 
announcing ad. rate increases 
for “My home” and “Wife and 
Home” as from Uciober, pomts 
Out “readers are making con- 
siaerabie contribution to nigher 
proauction cnarges by increased 
selling prices.” New rate basis 
will be “My Home” £200 ordin- 
ary page as against £160, “Wife 

against £140. 
‘Lelegraph” 


“Pertnsaire 
rates increase July by 
to 12s. per s.«.i.; “Willesden 
Chronicle’ new rate 7s. 6d. per 
s.c.i, (July), “Kilburn ‘Limes” 
5s. per s.c.i. (July). 


MORE 2d. PAPERS 


graph,” “Citizen” 
“Grimsby Evening Telegraph,” 
Sentinel” (Hanley), 
Mail,” incoin- 


WOOLWARD MOVES 


W. A. pen formerly 


director and er, 
N Press and Publicity bo. 
has joined Robertson & Scott, 


132-year-old Edinburgh agency 
and advertising service, as man- 
fare director, in place of J. 

= Scott, who continues as 


‘LEEDS ‘SPEAKERS WIN 


Publicity Club of Leeds beat 
team from Manchester Publicity 
Association in second ro of 
national public pane, ¢ com- 
petition at Y.M.C 


GOLF 


At Fleet Street Column Club's 
golf circle spring meeting at 
Addington lace golf club 
Arthur Dickens trophy was won 
by H. H, Gibbons 88—15=73. 


“Newcastle Journal,” “Even- 
ing Chronicle” (Newcastle) and 
“Evening Gazette” (Middles- 
brough) launching ‘und for 
dependents of Easington colliery 
victims, 


Published by the we, GUSINESS PUBLICATIONS, Led., at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 6844.) 
Titchfield Street, London, establishment. 


May 31, 1951. Printed in England by Staples Printers Limited at their Great 
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